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THE WOOSTER 3-POINT MERCHAN- 
DISING SYSTEM - - - FOR SELLING 


WOOSTER 


Pees 


BRUSHES 












Never mind consulting your horoscope when you get ready to buy 
brushes. We can tell you very definitely that the lucky number... 
the winning number of brushes to put into your stock are the 
twenty-six featured in the Wooster 3-Point Merchandising System. 

Here is a group of brushes, selected by scientific study of retail 
sales figures ...a simplified, condensed line suitable for the 
requirements of the average store because it includes brushes of 
all types, sizes and prices. Here are popular Wooster brushes that 
will move fast, and move more profits into your fill. 

Under the Wooster plan, you also have your choice of three 
types of striking merchandise displays ... the famous Wooster 
Swinging Sampler for wall or shelving attachment, the colorful 
Counter Sampler, and the handy Variety Venders. 

Take the winning number, feature these twenty-six famous 
Woosters, and learn just how profitable your brush business can be! 
Write for the illustrated folder on The Wooster 3-Point Merchan- 
dising System! . . . The Wooster Brush Company, Wooster, Ohio. 
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NEW PROFIT BUILDERS FOR HARDWARE MERCHANTS 


PRESENTED BY 




















Always on the alert not 
only to improve our pres- 
ent products, but to offer new ones that will 
make money for you, we recommend that 
you stock and feature the items shown below: 


Yale No. 175 TUBULAR TYPE DEADLATCH combines the 
® security of a deadlock with the convenience of a dead- 
latch. Price to retail at $3.30. 


Yale No. 170 TUBULAR TYPE DEADLOCK provides the 
* high degree of security for which deadlocks are dis- 
tinguished. Price to retail at $3.00. 


Both the above locks have the famous pin 
tumbler mechanism. One of the most out- 
standing features of their construction is the 
ease with which they are applied to the door. 
Guided by the template, which is packed with 
every lock, anyone, using every-day tools, can 





apply either the 175 or the 
170 to any door from 1546 
to 2% inches thick. Both can be master keyed 
... both are entirely weather proof... bolts 
and thumb turn plates are of polished brass. 
Cases are cadmium plated and lacquered. 


THE ““‘MORIM”. Besides providing a high degree of 
* security it is so attractive in design and finish that it 
actually adds to the appearance of any door to which 
it is applied. It is the Deadlatch type Auxiliary Lock 
(No. 52 in the Yale line) having the added feature of 
the self-lubricating latch bolt. Price to retail at $3.00. 


4 YALE OIL. This remarkable all-purpose oil was per- 
fected by us 25 years ago, as a lubricant and rust 
preventative, and was presented for bank vault mech- 
anism. It has been used for that purpose in the world's 
finest banks. It is now offered, packed in convenient 
form for household use, for the first time in tubes — 
15¢ and 25¢ retail. 


Hardware Merchants: Stock and display these up-to-the-minute Yale products. Not only will they build 
profits for you, but their outstanding quality will make friends for your store. Call your jobber or write to us direct. 


I YALE No. 175 
(Tubular Type) 


DEADLATCH 
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This shows how easily No. 170 and No. 175 
locks are mortised into the door 


J YALE No. 170 
(Tubular Type) 


DEADLOCK 
tHe ““MORIM” 


A NEW LOCK DEVELOPED BY YALE 
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MANUAL 


ORDER FROM A *20 PROSPECT ! 
d by a Glidden Dealer} 


HOW THE GLIDDEN $40,000 
GOT A °60 PAINT 


{ Based on actual facts reporte 









“That Glidden store looks like the ideal place to get 
suggestions for painting our home exterior. Let's go in!” 


“This new Glidden ‘Age of Color’ Manual + 
will quickly solve your painting problems. 
Here’s a wide range of rich, correct 
exterior color schemes to select from.” 


> ot wie 
h ¢ E ll 


This one suits 
me. How about 
it, Mary?“ 



























































“The whole job, inside and “Okay! That ‘Age of Color’ 
outside aes only $60 Manual gave us a com- 
weet of Glidden Paints. plete new picture of our 
And | know you'll be de- home. Send the paint right 


. « ~~ @way, and give us the 
P “* with the anne name of a good painter.’ 







“And while you're at it, look at these “Vm for it. 
beautiful, harmonious, authentic color Figure the in- 
treatments for home interiors. Why not terior job, too. 

bring new life and color to the inside Here are the 

of your home, as well as the outside?’ room sizes.” 


Gao ' yt) 




































The quality of every can 
of GLIDDEN Paint is guar- 
anteed by the famous 

‘TIME-TESTED’ Mark 





114 Pages of Paint Selling Ideas! 


The Glidden “Age of Color’’ Manual enables you to 
merchandise Color Ideas, instead of just cans of paint. 
Helps you sell results, in terms of beauty and enhanced the 


values. Answers all prospects’ questions on color treat- Hoge of Color 








ments. Gives them inspiration and enthusiasm for doing 
complete painting jobs, inside and outside. Makes you a s 
real Color Authority, and Headquarters for reliable paint- 
ing information in your community. 














The “Age of Color” Manual is just one item in the great Enables you to sell complete Color Jobs 
1937 Glidden Advertising and Merchandising Proposition for all types of home exteriors and in- 
—acknowledged the most complete sales-making plan ever poe ge ee jobs Fn ey 
offered to paint dealers. This modern plan enables you to pane Ang y Boge oy? wok 
make more sales, bigger sales—to every type of prospect. etc. It’s a real sales-maker! 


For details of complete Glidden 


proposition, write immediately to 
Department M-1. 


THE GLIDDEN COMPANY se a0 
National Headquarters: Cleveland, Ohio * &wv Ciywrnere on Cverything * 


Factories or Branches in Principal Cities. GLIDDEN PRODUCTS NOW CARRY THE “TIME-TESTED” MARK OF QUALITY 
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All Stanley Track for Sliding Doors is 
made on positive dies that form the metal 
straight and true. That is why every 
piece of Stanley Track is uniform... 
never distorted; why it cannot “warp” 
before or after installation; why Stanley 
Hangers roll smoothly on it, and do not 
catch or bind. 


OR A HUNDRED 












L STANLEY ] 


ey 








The unique Stanley Track Bracket with “Hold Fast” 
Clamp locks the track into position and holds it in 





perfect alignment. Any number of sections can be 
joined into a continuous piece with smooth, even joints 
for easy, quiet operation of doors. 


Send for Catalog 38 
THE STANLEY WORKS 
New Britain, Conn. 


STANLEY TRACK 


IS “STRAIGHT AS A DIE” 





On Saya es a Cee eeoked S. 
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The new /} 
AY, VYEDS 


SWIVEL 
“CROSS-DRAFT 
SLING UNLOADER 


ADJUSTABLE 
fo Fit All Standard 
Makes of Steel Track 


F  gpnersien reports coming to us daily from 
practically all sections of the country indicate 
that this year’s prospect for a bumper hay crop _— 
is the best it has been in a long time. 

Grass looks mighty promising right now, and with 
harvest but a few weeks off, there is bound to be 
a largely increased demand for Myers Hay Unload- 
ing Tools during this period. 

Where barns are high and long, the new Mvers 
Swivel Cross Draft Unloader pictured to the left, 
adjustable to fit all standard makes of steel track 
and furnished with four or eight wheel trucks, will 
be welcomed by many a farmer who desires to 
speed up his unloading operations during rush 
harvest. 

Designed for rapid time and labor saving service, 
easy and simple to operate, sturdy and dependable, 
this unloader matches the swifter harvest pace of 


"EQUIPMENT Sie ; 
ee the American farmer. 
UNLOADERS If you have calls for this or any other types of 


Myers Unloaders, Forks, Slings, Pulleys, Track 
FORKS and Fixtures, and your stock is not sufficient to 

bis carry you through the season, we suggest early 
pin ee orders. The demand is heavy. We are anxious to 
PULLEYS serve you promptly. Anticipation on your part 
will insure prompt delivery. Write or wire. 


SLINGS iene lll 
Tm F.E.WYERS & BRO.c¢?. 
be TRACK, | ens _ ASHLAND. OHIO. 


-~PUMPS-WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 
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), | CHECK THESE FEATURES... AND DECIDE 


! 
> 








The Features... 


] WALTHAM Bicycle Speedometer's new Air- 
* plane Model dial. Applied radium figures 

and hand. Luminous, night-reading . . . looks 

like “official” aircraft instrument. Boys and girls 

will go for this feature. 

9 The WALTHAM Bicycle Speedometer head 
* is attached simply by loosening the ex- 

pander bolt. Note Slot. 











= 


BUILT LIKE A 
WALTHAM WATCH 


3 WALTHAM’‘S new Specially designed Split 

* Plate Gear (patent applied for) assures sturdy 
fool-proof attachment without removing front 
wheel. Even a child can attach it quickly, easily. 


4 Special WALTHAM-designed Gear Bracket 

* also cuts down installation time by quick 
fitting without even removing the hub nut. 
Simplified attaching is the keynote of the new 
WALTHAM Bicycle Speedometer. 














the highest, grade automobile speedometers and 
aviation instruments. 


Won’t you agree that original, practical and 
exclusive features make products easier to sell? 


Riss 





$4.45 retail-with non-iuminous 
dial. 
4.95 retail-with luminous dial. 


$3.75 retail-speed only, with lu- 
minous dial. 
3.25 retail-speed only, with 


HERE’S THE WAY 


TO GET ACTION 
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And who will not agree that quick turnover is 
about the finest profit-producer of all? 

And in addition to the exclusive features 
outlined above, consider the sales-making magic 
of the Waltham name — a name acceptable to 
millions of men and women for more than eighty 
years. A name associated with the finest pre- 
cision instrument made: 
name also associated with the manufacture of 


a quality watch. A 


Why not get further facts about the profits 
in store for you through the sale of Waltham 
Bicycle Speedometers? Get in touch with your 
distributor today, or send the coupon below 
for complete information. Each Waltham 
Bicycle Speedometer is packed in an attractive 
box suitable for counter or window display. 
Free booklets and window streamers. 


SEND THE COUPON TODAY 








WALTHAM WATCH COMPANY (Dept. J-17), Waltham, Mass. 


Please send at once full information with prices and dealer discounts 
on your line of Waltham Bicycle Speedometers. 











Increase 





You sell MORE barbed wire when 


you carry J&L 


Special Safety-Grip Spool protects hands and clothes 
... handles fold flat for stacking...no extra cost 


J&L Barbed Wire, on the, special 
Safety-Grip Spool, has maximum 
“pick-up” value. It can be handled 
and used with no danger to hands 
or clothes. Your customers recog- 
nize this extra value on sight... 
they are immediately interested ... 
and quickly buy. 

J&L Barbed Wire, made from 
high quality steel especially se- 
lected for long service, is heavily 


galvanized. Other high quality 
J&L Wire Products... woven wire 
fence, nails, staples . . . are also 
fast moving items. Your customers 
get complete satisfaction because 
of the extra durability that quality 


steel gives them. 


For greater profits . . . to sell 
more barbed wire...see your J & L 
stock J&L. 


Feature the Safety-Grip Spool. 


Distributor today... 


JONES & LAUGHLIN STEEL CORPORATION 
PITTSBURGH, PENNSYLVANIA 
MAKERS OF HIGH QUALITY IRON AND STEEL PRODUCTS SINCE 1850 
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Needs Gun 
and Rifle Cleaners 


Every Shooter 
and Hunter 

















Miltions Are Shooting 
ls AMM 
RR 


Genuine Tomlinson Cleaner EUREKA Powder 


No. 199 
U. H. Co. 8-206 and 410Ga. and Shot Measure 


Wad Cutter No. 20R 


UNION GUN IMPLEMENTS 


In 1935 skeet shooters increased the consumption of shot f 
gun shells by over sixty million. In 1936 sales were still 





greater. Now add the vast army of game and target shooters 
and what a market you have for Firearms, Ammunition and 
Gun Implements, including Shot Gun and Rifle Cleaners. 


Union Hardware Shot Gun and Rifle Cleaners clean thor- 
oughly—without injury to the finest gun and rifle barrels. 
All Union Hardware Gun Implements are dependable, sell 
readily and return a real profit. Send for Catalog No. 8 
and Trade-prices. 


Your Jobber Will Supply You. 








EUREKA No. 141B_ Brass 


Loader Rifle Cleaning 


No. 189 Rod 22-50 Cal. 
EUREKA Shot Gun Cleaning 


Rte a 


No. 246B Rifle Cleaning Rod and Implements No. 95 No. 248 Bristle and Brass Wire 
Brush 25-50 Cal. Shot Gun Cleaning Brush 








HARDWARE COMPANY 














REC.U.S. PAT. OF F. ESTABLISHED 1854 


TORRINGTON, CONN. 


NEW YORK OFFICE IS|'CHAMBERS STREET 
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LET’S LIFT THE 
LID OF THE 
GENERAL @ ELECTRIC 
otutematic Hoaster 
AND 


LOOK INSIDE § 


HERE are a lot of things about this roaster you’re going 

to like. Not only its compact shape. Or the fact that it 
cooks whole meals at one time, without heating up the 
kitchen. THIS roaster doesn’t steam meats or fowl—it 
actually roasts them—dark, gleaming brown, as crisp as you 
please. The adjustable vents in the lid let all the steam 
escape. 


Vegetables, puddings, meats—a whole meal, can be cooked 
at one time. This G-E Roaster, in fact, does everything an 
oven can do—bake, broil or roast. It’s ideal for summer 
cottages, trailers, folks in small apartments and ladies with 
large families. Grand for buffet suppers, too. 


It is smartly styled and attractively finished in durable, 
hard, lustrous cream, baked enamel, with black trimming 
and polished aluminum cover. 






; 


Price $24.95 





Complete with all utensils 


This automatic roaster is designed to provide 
cool, comfortable cooking the year ’round. It has 
just the right amount of insulation to perfectly 
balance the economy, portability and cool-cooking 
features. 

Cooking is made easy through the use of an 
accurate thermostat which automatically controls 
the temperatures. With a range of 150 to 500 
degrees, any temperature which might be required 
for roasting, baking and other types of cooking is 
provided. 


An added convenience is the “‘off’’ position on 
the control knob which makes it unnecessary to 
disconnect the cord. Then, too, there is the signal 
light which is ‘‘on’’ while the current is ‘“‘on’’ and 
goes ‘“‘off’’ when the desired temperature is reached. 


The corrosion-resistant, hinged, aluminum lid is 
rigidly built and is light in weight. It may be 
tilted back without removing, yet may be easily 
detached for washing, etc. 


This automatic roaster may be purchased with 
either heavy-gauge aluminum, or cream vitreous 
enamel vegetable pans and roasting pan. Thus, 
consumer-choice is provided. 


The G-E Roaster has been designed to give 
maximum cooking space without loss of operating 
efficiency. Actually, 1614 liquid quarts or large 
enough to hold a 16-lb turkey. Roaster complete, 
consists of automatic roaster, lifting rack, baking 
rack, two covered vegetable pans, roasting pan and 
cord set. Price, $24.95. 1500-watt Broiler Unit 
with reflector fits into the roaster cover and is 
supplied with broiling rack, adjustable shelf, and 
drip pan. Price, $4.25. 








SEE YOUR NEAREST GENERAL ELECTRIC 
DISTRIBUTOR TODAY FOR FURTHER DETAILS! 


General Electric Company. Appliance and Merchandise Department, Bridgeport, Connecticut, Ontario, California 
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ANOTHER 
500 OF LEAD 


HEN John Painter comes into 
your store, he talks business— 
VOLUME BUSINESS. His order 
gives you a profit that is a profit. 


When Mrs. A. Housewife drops 
in, all she wants is a pint or so to do 
some odd job around the house. 
Takes a whole flock of sales like 
that to give you a man-sized profit. 


John Painter is no here-to-day- 
gone-tomorrow customer. He comes 
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in often... with a long list. At the 
head of that list is white-lead. The 
store which sells him his white-lead 
sells him everything else he needs. 


Why not take that hint? Stock 
and push Dutch Boy White-Lead— 
the most sought-after item in the 
painters’ line—the item that attracts 
these big-order buyers. 







DUTCH BOY , 


ALL-PURPOSE 
SOFT PASTE 


WHITE LEAD 
| ll 


a 


NATIONAL 


111 Broadway, New York; 116 Oak St., Buffalo; 900 West 18th 
St., Chicago; 659 Freeman Ave., Cincinnati; 1213 West Third 
St., Cleveland; 722 Chestnut St., St. Louis; 2240 24th St., San 
Francisco; National-Boston Lead Co., 800 Albany St., Boston; 
National Lead & Oil Co. of Penna., 316 Fourth Ave., Pittsburgh; 
John T. Lewis & Bros. Co., Widener Bldg., Philadelphia. 





A PINT 
WILL DO 










Other Dutch Boy products that 
help to bring painters in are: 
Dutch Boy Linseed Oil, Dutch Boy 
Lead Mixing Oil, Dutch Boy Colors- 
in-Oil, Dutch Boy Liquid Drier, 
Dutch Boy Wall Primer and Dutch 
Boy Quick-Drying Red-Lead Primer. 


When good sellers get together 


Heye’s a merchandising idea that 
store after store is finding profit- 
able...a Dutch Boy Department! 
Pick out a prominent section of 
shelving and ,in it concentrate the 
Dutch Boy line, every item. Such a 
display makes a big impression on 
painters, makes them feel your store 
is a leader in supplying the kind of 
goods they buy. 


) DUTCH BOY 


PAINTERS’ PRODUCTS 


LEAD COMPANY 
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.. Increased. our | 
caster sales ‘75% 











At 67°/, profit a boost in sales is smart business for! 
any retailer. Especially when a colorful Free Display 
Case simplifies stock handling on a minimum invest- 
ment. Thousands of retailers have discovered this 
modern way of increasing Caster and Chair Glide 
profits. Faultless caster sales also suggest other re- 
lated items that you can promote for Spring house 
renovating. 





GET IN ON THIS NOW! 





No. Style List Price Resale 
Sets No. Per Set Value 
3 4733 @ $0.38 $1.14 
3 4735 @ «4.42 1.26 
2 5733 @ .38 76 
2 5735 @ 44 88 
2 4430 @ 60 1.20 
4 NRS11/16” @ 34 1.36 
3 8458 @ 1.20 3.60 
1 8458 Free 1.20 
Total Resale Value........ $11.40 

TS WES 6cckccccaves 6.80 


67% DEALER’S PROFIT. .$ 4.60 


Ask your Jobber, or write to 


FAULTLESS 
CASTER CORPORATION 


Dept. HA-6, Evansville, Indiana 


Branches in Principal Cities. 
Canadian Factory: Stratford, Ontario 





This Free Display 
increases turnover 
and net profit. 
Makes quicker 
counter cash sales. 
Fills 90% of cast- 
er calls. 
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Sell this easy 1-Use 
sharpenet WIND CVery, 


es 


ma 


Just right for mower section Slips on and sharpens in a jiffy. No cogs or 
knives, grass hooks, scythes etc. Don’t sell wheels to remove. Get the No. 41 and 42 
any edged farm tool without selling the Car- Carborundum Brand Silicon Carbide Lawn- 


borundum Brand No.57 Silicon Carbide File. mower Sharpeners from your jobber today. 





The ideal shar 
saith every gaencr to #9 


) 
oe 
a. 

CX 


The No. 46 Carborun- 
dum Brand Silicon Carbide Sharpening Stone 





- ge 


IN FIVE GREAT FARM PAPERS 
5,000,000 readers are being told to get these 
products “from your hardware dealer”. Be 
puts a keen edge on pruning shears, lawn sure to have them in stock when your cus- 


trimmers, hoes. axes ete. Ask your jobber. tomers ask for them. 





CARBORUNDUM 


ABRASIVES > PRODUCTS 





THE CARBORUNDUM COMPANY..NIAGARA ee eS ee ee 


Sales Offices and Warehouses in New York. Chicago, Boston, Philadelphia, Cleveland, Detroit. Cincinnati,: Pittsburgh, Grand Rapids 


(Carborundum and Aloxite are registered trade-marks of The Carborundum Company 
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GAS RANGE 


has the 
super-efficient gas-saving 


NORGE 





CONCENTRATOR BURNERS 





he greatest improvement in gas 

ranges since the insulated oven— 
the Norge Concentrator Burner—is 
also the greatest sales closer. When 
you sell its gas-saving performance 
you sell a fundamental value that 
only Norge offers. Every model in 
the line comes equipped with the 
famous Norge Concentrator Burners. 

Other outstanding features are the 
new Low-Temperature Oven Burner 


NORGE DIVISION Borg-Warner Corporation, Detroit, Mich. 
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ROLLATOR REFRIGERATION (Domestic and Commercial) ¢ GAS AND ELECTRIC RANGES o 
WASHERS AND IRONERS « WHIRLATOR OIL BURNERS « GAS BURNERS « FINE-AIR 
FURNACES ¢ COAL STOKERS « AIR CONDITIONING e CIRCULATOR ROOM HEATERS 










with gas-saving safety heat control, 
automatic electric light in oven of 
top models, new Simmer-Concen- 
trator burners on the larger ranges. 
Get next to Norge and get the 
biggest slice of the range business in 
your locality. Investigate the Norge 
franchise today. Liberal finance plans 
make it easy to be a Norge dealer — 
intensive advertising and sales promo- 
tion make it easy to set sales records, 








sency 





In combination with the new Low- 
Temperature burner this heat con- 
trol holds temperatures at uni- 
form levels by cutting out part 
of burner when necessary and 
relighting it automatically 
when higher temperatures 
are required, 
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1. GARDEN LIGHTING 2. PORCH LIGHTING 


Garden enthusiasts are lighting 7 Terraces in particular lend 
their gardens at night to increase themselves to many inexpen- 


their hours of enjoyment from sive lighting effects as shown 
them. Write for the G-E Garden here. For porch lighting, there’s 
Lighting booklet for new ideas a big market for 100-watt 
to pass on to your customers. MAZDA lamps for I.E.S. Bet- 
ter Sight Lamps and pin-it-up 
lamps. 
3. SUMMER COTTAGES : 

Remind customers to buy an am- 

ple supply of MAZDA lamps for 4. ROADSIDE STANDS 
summer homes and cottages. For Fruit and vegetable stands offer big 
a summer party, Christmas tree possibilities for summer MAZDA lamp 


lamps in balloons add color and , sales. Well-lighted stands sell out early. 
gaiety. Feature flashlights, too, It’s profitable to contact such places 
for summer use in cars, boats, etc. regularly during summer months, 





P 4 e if ER het 


TT USE CARS Il 


5. USED CAR AND PARKING LOTS 





G These places do abig business in summer, “pe 
me i and the better lighted they are, the more a 
a motorists patronize them. Try selling 
n them the higher wattage MAZDA lamps | +« 
i they need for attracting more business. } 





EDISON MAZDA LAMPS 
GENERAL @ ELECTRIC 


They stay brighter longer 
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to last! 


ee gic Heres the reason there is 
handle strength to an ABW Solid Shank 


/ REINFORCING shovel than the ordinary solid shank 
f 
/ HANDL : 
f 3 shovel. It is the famous ABW Shock 


{REINFORCING Band, giving double thickness of steel 


f ¢ / i 

SOCKET ij tne point oki greatest strain Ta) 
handle. A patented feature only on 
ABW Solid Shanks. 


ASK YOUR JOBBER 


AMES BALDWIN WYOMING Co. 


PARKERSBURG, W. VA. NORTH EASTON, MASS. 


A vast market exists for 


LINCOLN 


GREASE GUNS and FITTINGS 


Many leading manufacturers of passenger cars, trucks, tractors and 
machinery have std4ndardized on Lincoln Grease Guns and Fittings— 
definitely establishing the merits of this outstanding line. 
A vast market exists for the sale of additional guns and fittings in 
(Above) A few of the powerful Lincoln Kleenseal Guns. the replacement or service fields, and it will pay you to be prepared to 
supply the requirements of your trade. 
Large Tractor Type and Standard Type Lincoln Button Head Fittings 
(Below) Kleenseal and Button Wead Fittings are available as well as Lincoln KLEENSEAL Fittings in all types and sizes are 
in a full range of sizes. now available for resale. 
Lincoln Grease Guns in types to meet every need are also available. 
Ask your nearest Lincoln jobber for details on this complete line, or 
if you do not know who stocks our line in your community—please 
write us. 


LINCOLN ENGINEERING COMPANY 
General Offices: St. Louis, Mo. Factories: St. Louis, Mo. and Detroit, Mich. 


LUBRICATION EQUIPMENT 
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EMOVABLE HARDENED 
STEEL JAW FACES 
iN NTERL 2 
. REMOVABLE 
PIPEF A 


/ 
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BACK ANO HORN 


~POSITIVE TYPE , 
SWIV El 


LOCK BOL 


DOING OUR JOB RIGHT MAKES YOUR JOB EASIER... 


WE MAKE VISES—YOU SELL THEM 


AND WE BOTH MAKE A PROFIT! 


Our “Group of Three’ Vises, for garage and 
household use, are built to meet the needs 
of your customers. Columbian vises are 
strong, simple in construction, well and 
attractively finished. 


We have always made vises that are suited 
to the work for which they are designed as 
well as for the pocketbook of the user who 
buys them. 


to you. 





Columbian Vises are sold exclusively 
through wholesalers. If your local job- 
ber cannot supply you, write to us. 


Your selling job is easier when you are able 
to offer your customers goods in which the 
value represented by the price tag is appar- 
ent in the merchandise. 


The features illustrated above help you 
show your customers that they are getting 
their money’s worth when they buy Colum- 
bian Garage and Household Vises. 


The complete Columbian Line in- 
cludes all types of vises needed by 


your trade and made to sell at a profit 





THE COLUMBIAN VISE & MFG. CO. 


Columbian Clamp Base Vises are 
made in three popular sizes:—2", 
2'o", and 3" jaw widths. All leaders 
in their field. 


CLEVELAND, OHIO, U. S. A. 


The RED ARROW line is sold in conjunction 
9017 Bessemer Avenue with the ‘Group of Three” to help dealers meet 


the demand for vises in the low priced field. 


THE WORLD'S LARGEST MAKERS OF VISES 


COIUMBIAN VISES 
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the HEART” of any small gasoline power- 
ed equipment is the motor. If it delivers unusual 
performance, it means unusual satisfaction to your 
customers ... Behind this fact lies the reason for the 
overwhelming preference for Briggs & Stratton 4 cycle 
gasoline motors . . . These rugged, reliable motors 
drive over 900 of all makes of farm washing machines. 
They also power most small pumps, small tractors, 
lawn mowers, and an endless variety of other motor 
driven farm tools .. . In fact, there are almost a mil- 
lion Briggs & Stratton 4 cycle motors in use today — 
many of them from 10 to 15 years old — daily giving 
dependable, economical, trouble-free service ... Insure 
your customers against their having equipment “heart 
failure.’ Insist that Briggs & Stratton 4 cycle motors 
power any small gasoline powered equipment you sell. 


BRIGGS & STRATTON CORP. 
MILWAUKEE, WIS., U.S. A. 


ams (sini 


ROLES ase ig ge ROH 


NF 
Pl 


HARDWARE AGE 














Vol. 139 No. 12 





GEORGE H. GRIFFITES 
President and General Manager 


CHARLES J. HEALE, Editor 
J. A. WARREN, Managing Editor 


MACDONALD WITTEN KENNETH A. HEALE 
issoriate Editors 


ALBERT J. MANGIN 
“Who Makes It?’’ Editor 


L. W. MOFFETT 
MORGAN FARRELL 
Washington Representatives 


JOHN G. WILCOX 
Circulation Manager 


ADVERTISING REPRESENTATIVES 
New YORK; 
HAL BLopGeEtTtT, 239 W. 39th St. 


BOSTON : 
CHAUNCEY F. ENGLISH, 140 Federal St. * 


CLEVELAND: 
WILL J. FeppErRY, 709 Union Bldg., 1836 
Euclid Ave. 


CHICAGO: 
L. V. ROWLANDS, 802 Otis Bldg. 


SAN FRANOISCO, CAL. : 
R. J. Brno, 155 Sansome St. 


Los ANGBLES, CAL, : 
R. J. Brrcu, 846 So. Broadway 


SUBSCRIPTION PRICE—United States, its possessions: 
one year $1.00. Mexico, Central America, South 
America, Spain and its colonies: one year $1.00. 
Canada $2.00. Foreign countries not taking domestic 
rates, one year $2.50. Single copies 15 cents each. 


Owned and Published 
by 


© 


CHILTON COMPANY 
(Incorporated) 
Chestnut and 56th Streets, Philadelphia, Pa. 
239 W. 39th St., New York, N. Y. 


Officers and Directors 
Cc. A. MUSSELMAN, President 
FRITZ J. FRANK, Executive Vice-President 


FREDERIC C. STEVENS, Vice-President 
JOSEPH 8S. HILDRETH, ee 
GEORGE H. GRIFFITHS, ig 


EVERIT B. TERHUNE, Ky 
ERNEST C. HASTINGS, a 
WILLIAM A. BARBER, Treasurer 
JOHN BLAIR MOFFETT, Secretary 
JOHN H. VAN DEVENTER 
& JULIAN CHASE 
THOMAS L. KANE 
% CHARLES 8. BAUR 
a G. CARROLL BUZBY 
F P. M. FAHRENDORF 


WAR 


Published Every A E 
Other Thursday 


239 WEST 39TH STREET 


Established 1855, succeeding and embodying “Hardware” of New York; “Stoves 
and Hardware Reporter,” St. Louis; “The Western Hardware Journal,” Omaha; 
“Iron Age Hardware,” New York City; “The Hardware Reporter,” St. Louis; 
“Hardware Salesman,” Chicago; “Hardware Dealers Magazine,”’ New York, and 


“Good Hardware,” New York. 


EDITORIAL CONTENTS OF THIS ISSUE 


JUNE 17, 1937 


Just Among Ourselves, by Charles J. Heale 


Taking the Mystery Out of Builders’ Hardware, 
By Adon H. Brownell 


Who Are the Hardware Dealers’ Competitors? 
by Fred S. Linn 


How to Sell Your Local Industrials Profitably, 
by Joseph L. Ernst ............ 


The Tydings-Miller Bill, by Felix H. Levy 

She Knows How to Make Women Go “Buy Buy” 
Hardware Age Fifty Year Club 

Hardware Facts, by Robert Pilgrim 

News of the Trade : 

How’s the Hardware Business? 

From the Sidelines, by Saunders Norvell : 
What’s New 


Coming Conventions . . eS eee ee 


Copyright 1937 by Chilton Company (Inc.) 


Advertising Index, Page 88 





NEW YORK, N. Y. 


21 


24 


27 














Distributed by 
OUTSTANDING JOBBERS AND 
MILL SUPPLY DEALERS IN EVERY 
SECTION OF THE COUNTRY 


SELL THE SHO 


1 The Closed-Back— provides smooth 


VELS 


The exclusive built-in features of 
WOOD’S Shovels sell themselves. 
Years of pioneering by WOOD’S 
have perfected an improved shovel 
design that is matchless in selling 
opportunities — opportunities of 
more profits for you. The proper 
heft of this shovel, the smooth 
handle, strong tapered socket, the 
turned shoulder, the heat-treated 
steel blade, and Closed-Back, all 
are important WOOD’S features 
that sell themselves. 

That’s why there is tremendous 
demand for genuine WOOD’S 
Shovels, and an important reason 
for the profit they bring to dealers. 
Another advantage of the WOOD’S 


THAT SELL 


3 The Tapered Socket — strong and 


back with unrivaled strength of one- 
piece design . . . also new simplicity of 


handle replacement. 


2 The Turned Shoulder — strengthens 
blade, saves shoes. 








solid because both blade and socket are 
heat-treated, fits the hand. 

4 Heat Treating — makes high-grade 
steels in Big Fist, Wood, Stuart and 
Wilson grades hard, to resist wear. 








Shovels» Spades» Scoops 





line is that the unique Closed- 
Back minimizes your inventory by 
superseding  strap-weld, solid 
shank and hollow back shovels... 
it answers all needs. 

Dealer experiences throughout 
the country reveal that one 
WOOD’S Shovel sells another. 
Thus, our daily mail brings re- 
quests for addresses of dealers who 
handle WOOD’S. We would like to 
refer customers in your territory 
to your store. 

Write now for complete details 
about the famous WOOD’S brand. 
Simply write your jobber, or direct- 
ly to us. THE WOOD SHOVEL AND 
TOOL COMPANY, PIQUA, OHIO. 


THEMSELVES 
“*Moly”’ ann “Big Fist” — “Wood” 


“Stuart”? — *‘Piqua”’ — “‘Eureka”’ 
“Closed-Back’’—‘“‘Tapered Socket” 
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UNIONIZATION-— 


The larger business organiza- 
tions, particularly manufacturers, 
are about at the point where some 
form of employee unionization 
seems inevitable. Collective bar- 
gaining in the relations between 
employer and employees is surely 
with us on a wide-spread and per- 
haps permanent basis. Basically, 
the trend in this direction may 
give this country a theoretical eco- 
nomic improvement—in that hours 
and wages control, within reason, 
level off a factor of competition 
that has always been difficult to 
meet. It should be equally in- 
evitable that organized labor as 
such, gaining prestige, power and 
opportunity, should and must ac- 
cept responsibility with its power 
in its relations with business. So 
far, C.I.O. and the A.F.L. have 
successfully avoided any legal re- 
sponsibility in their sttike activ- 
ities. Our present day labor laws 
and official attitude in such con- 
troversies are decidedly one-sided 
and grossly unfair. This one 
sided aspect was expressly men- 
tioned by Chief Justice Hughes in 
the Supreme Court decision on the 
Wagner Act, rendered on April 
12, 1937; and he clearly indicated 
that it was within the constitu- 
tional power of Congress to enact 
supplemental legislation to correct 
this fault. Thus far, most of the 
heavy artillery of labor organiza- 
tion work has been directed against 
large producing units, but later 
may follow organization activities 
among large wholesale distributors 
and perhaps finally unionization 
will enter the retail hardware field. 
By that time more equitable ar- 
rangements for both employer and 
employee may have been devel- 
oped. Certainly more flexibility 
is required for hours and wages 
control in retail stores than in fac- 
tories or wholesale warehouses. 
Subject constantly to the whims of 


JUNE 17, 1937 


Just Among 
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the buying public, retailers cannot 
° “ec ” 4 
govern their “open hours” as arbi- 
trarily as a factory manager can 
determine production schedules. 


ANOTHER FACTOR- 


Employees of a retail hardware 
store are in a different category 
than production workers. Their 
relations with their employer are 
direct, personal and in most cases 
confidential and intimate. Union 
membership divides an employees’ 
loyalty. Knowledge of costs, 
prices, accounts, buying sources 
and other somewhat private de- 
tails incident to retailing make a 
divided loyalty untenable. If store 
salesmen ever get the same atti- 
tude toward their jobs that union 
labor takes, retailing will become 
even more difficult and hazardous. 
Retail employees handle money, 
enjoy a degree of responsibility 
limited in the better stores only by 
their capabilities, and must always 
be a part of the management in 
their thinking and their attitude. 
They are in constant contact with 
the public, their firm’s customers 
and cannot be successful at their 


CHARLES J. HEALE 


jobs if through any mental reser- 
vation they carry a “figurative 
chip on their shoulders” such as 
so many unionized workers flaunt 
at almost every opportunity. Des- 
pite all of its basic good points the 
fact remains that organized labor 
gains its membership and power 
by breeding distrust, class hatred 
and exaggerated im pressions 
about the profits of business and 
the salaries paid to executives. 
Such a situation would stymie the 
successful operations of a retail 
hardware store. And so, I urge 
that all hardware men, individ- 
ually and in their association con- 
tacts, give greater consideration 
to the threat of unionization so 
that when, and if it comes, they 
will in a measure be prepared to 
cope with the problem. 


PATMAN BIRTHDAY-— 


The first anniversary of the 
Robinson-Patman Law follows this 
issue by two days. On June 19, 
1937 this law is one year old. In 
that year, hundreds of complaints 
have been entered and a dozen or 
more test cases developed follow- 
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Atkins Saw Teeth 


BITE/... 


@ Silently stalking his prey, with nerves 
on steel-like tension, the leopard springs 
with piston-like precision to make the kill. 
Quick action, plus strong, sharp teeth are 
qualities that make him feared by every 
jungle beast. 


@ Speed, accuracy and strong, sharp 
teeth are also qualities of Atkins Crosscut 
Saws. Segment Ground (requires less set) 


, with proper tooth design and correct rack- 
ers, these saws will not bind in the kerf. 
A smooth, easy action which makes 
crosscut sawing a less strenuous job, adds 


to the popularity already enjoyed by 


SILVER STEEL Atkins Crosscut Saws. 


@ These saws mean quick turnover to the 
hardware dealer and customer satisfac- 
tion. See your jobber. 


SAWS AND SAW TOOLS, 
MACHINE KNIVES, ETC. 
E. C. ATKINS AND COMPANY, INDIANAPOLIS, IND. So. 
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ing investigation. To date nothing 
conclusive has come from the 
progress of these test cases. Tech- 
nically none of them are, at pres- 
ent, completed. The law’s great- 
est good has been the corrective 
influence it has exerted for the 
policy of live and let live. It has 
encouraged voluntary observance 
of the spirit of the law. But, un- 
less some important and final de- 
cision develops from these test 
cases, the policing value of the 
measure will be of doubtful value. 
So far as it is possible to learn of 
the Federal Trade Commission’s 
progress, the impression is gained 
that nothing important may be ex- 
pected as a result of the time, 
money and efforts thus far put 
into the investigations and _ test 
case procedures. If so the law 
must be rescinded or amended. 
Its prestige cannot stand either 
further delay or a series of un- 
successful test cases. If all of the 
alleged violators are found “not 
guilty” as charged, the govern- 
ment and the firms involved have 
needlessly spent considerable 
money for no good purpose, and 
in the bargain will have created 
contempt for the law itself, sug- 
gesting either that the test cases 
were poorly chosen, improperly 
pursued, or the law largely unen- 
forceable as written. Any of these 
three weaknesses can be corrected 
and will be if those vitally inter- 
ested in the spirit of this legisla- 
tion make a sufficiently strong and 
impressive fight in the proper di- 
rection. From the start I have 
been favorably impressed with the 
Federal Trade Commission’s con- 
duct of test cases but have not con- 
sidered the test cases well chosen 
nor do I consider the legislation 
properly phrased. The latter 
weakness stands out more each 
time the text of the law is read. 
It has the earmarks of being hur- 
riedly written and contains ambig- 
uous phrases. Its intent is well 
known as is the commendable ef- 
forts of its chief sponsor Repre- 
sentative Wright Patman—but it 
needs changing for clarification. 
A concerted fight by all organized 
independent distributing factors 
could force the proper changes in 
the next session of Congress and 
provide an air-tight law that would 
really serve its intended purpose 


JUNE 17, 1937 


—to eliminate unfair competitive 
advantages. 


NEW N.R. A. ?— 


Reports and rumors from Wash- 
ington are very confusing. An 
hours and wages bill is definitely 
on the way for all business doing 
an interstate trade. This exempts 
most retailers, unless as in the 
claims of the Robinson-Patman 
Law sponsors, either buying or 
selling on an_ interstate basis 
makes a business subject to inter- 
state regulations. One day we 
learn that the hours and wages 
legislation will not include any fair 
trade practices and that this omis- 
sion was deliberately planned. 
Then we hear that subsequent 
legislation will embrace fair trade 
practices presumably to enable 
business to meet the hours and 
wages imposed. After wading 
through a mass of reports, rumors, 
speeches and alleged Administra- 
tion interpretations I come to the 
conclusion that fair trade prac- 
tices will be ignored unless the 
pressure from all business is suffi- 
ciently articulate to force the is- 
sue—the method employed by la- 
bor leaders to obtain their ends. 
Accredited government spokesmen 
have said publicly that we do not 
face “another NRA” and that cur- 
rent legislative progress is not so 
directed, but the main difference 
that I can see is that current legis- 
lative activities lack only the trade 
practice features of the “old 
NRA”, its only saving grace, even 
though that was something of a 
delusion in practice. 


TYDINGS-MILLER BILL-— 


President Roosevelt blocked the 
Tydings-Miller Bill because he be- 
lieved it might encourage further 
price advances. This is incon- 
sistent. The Wagner, Black and 
similar labor laws more directly 
force prices higher than the Fair 
Trade Practices Acts, and these 
labor laws have all the earmarks 
of complete Presidential support, 
approval and perhaps sponsor- 
ship. This action is also incon- 
sistent in view of the action of 
thirty-nine states in adopting fair 
trade laws. The Tydings-Miller 
Bill is merely a Federal supple- 
ment to these laws. On this sub- 


ject, in this issue, Felix H. Levy, 
Esq., prominent attorney presents 
a very able analysis which all of 
our readers should study earn- 
estly. His message appears on 
pages 31 and 32. This article 
provides excellent data for hard- 
ware men and their authorized 
groups to use in the fight to force 
reconsideration of the Tydings- 
Miller Bill, a fight that is getting 
under way and is worthy of full 
trade support. 


CHAIN STORE TAXES-— 


Pennsylvania is considering 
stringent chain store taxation. 
Currently, more than 100 unit 
stores of the A & P and American 
Stores grocery chains have been 
abandoned in Pennsylvania in an- 
ticipation of this law. It is too 
early to appraise the consumer 
reaction or the benefits this action 
may give independents but it is 
one of the early examples in favor 
of chain store taxes. Iowa also 
has severe chain store tax regula- 
tion but with exemptions to hard- 
ware, lumber and coal chains. In 
Iowa the gasoline chains have, in 
many cases, leased their stations 
to employee-managers thus taking 
such units out of the chain store 
tax group, yet retaining to a large 
extent the collective costs advan- 
tages of the chain operations. 
This development of course nulli- 
fies the sting of the punitive tax 
measure in lowa but it is prob- 
able that gasoline stations were 
not the target of the tax law in the 
first place. 

P.S.—It is interesting to note 
that 21 states have chain store tax 
laws, with levies ranging from $50 
to $750 per store. 


LOAN MONEY- 


The Lincoln-Alliance Bank & 
Trust Co., Rochester, N. Y., adver- 
tises that it has made 16,768 per- 
sonal loans and then tells how 
this money was used by borrowers. 
The record is as follows: automo- 
biles, accessories and _ repairs, 
14%; business purposes, 3%; 
improvements and repairs to 
“; furniture and furn- 
medical bills, 3%; 
refinancing, 10%; 


houses, 7 
ishings, 2%; 
taxes, 3%; 

(Continued on page 78) 
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When You Sell LOCKS 


Chapter FIVE 


































NOWLEDGE of your mer- of the Series of our May 20th issue there appeared 

chandise has been recom- , a blue print of the modest house. 

mended many times as the Articles by This will serve as a lesson in tak- 
necessary factor in sucessful sales ing off the hardware to be sup- 
work, and rightly so; but a com- ADON H. BROWNELL plied. Future articles will con- 
plete and exhaustive study of the tinue the elementary section of the 
thousands of items sold in the course and be followed by an in- 
hardware store is a task few have termediate course in which more x 
undertaken. Yet, with a reason- important phases will be dis- a 
able amount of attention and time, cussed. When the student of build- 8 


ers’ hardware has reached the con- 
clusion of the intermediate sec- 
tion he will be introduced to the 





builders’ hardware,—the life line 
of the hardware business—may be 
so well mastered that your serv- 
ices will be sought after by archi- 
tects, contractors and builders as 
well as home owners. 
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A New Opportunity 


Few men reach mature years 
without wishing they had their 
lives to live over again, that they 
might take advantage of the op- 
portunities they missed. Hardware 
Age is offering, in this series of 
articles, a complete and author- 
itative course of reading and study 
designed by Adon H. Brownell to 
educate the more ambitious hard- 
ware men and their associates in 
the selling and handling of build- 
ers’ hardware. The articles began 
April 22nd and have since given 
an elementary outline embracing 
the model minimum stock, consist- 
ing of $500 worth of builders’ 
hardware—much of it already on 
the average hardware store’s 
shelves—the method of keeping a 
stock record and, more recently, 
Mr. Brownell has discussed hinges 
and locks for a simple, modest 
house as an elementary example 
of selling the hardware job. In 
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advanced section where he will be 
taught how to handle extensive 
jobs such as public buildings. 


Now begin the study of Chapter 
Five, which continues the discus- 
sion of Locks: 


LOCKS—Continued 


In the last chapter we discussed 
the lock set for the front entrance 
door of our house. In this chapter 
we will study the locks for the 
other outside doors of the house 
and garage. 

First the rear entrance door to 
the house—The cheapest lock we 
should consider using is a 
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wrought brass 
or bronze set 
as_ illustrated. 
If you must 
sell a steel 
plated set re- 
member what 
I told you in 
the last chap- 





Fig. 1—Bit Key 
Lock Set 








S| You Sell SECURITY 


ter about this kind of goods. Tell 
your customer about this type of 
hardware rusting, when you sell 
it, so there will be no kick-back. 

Now, on the house we are equip- 
ping with locks we will say the 





Fig. 3—Mortise Tubular 
Door Bolt 


rear door gets comparatively little 
use. You can put in, as a build up, 
a three tumbler lock, but on a 
door like this, I prefer a mortise 
dead, bolt which gives more se- 
curity—is always ready to use. 
Try again for plus business by 
selling a better bolt where pos- 


sible. 





Fig. 2—Heavy Cast Case Mortise 
Door Bolt 


Then we come to the side en- 
trance door to the garage. It is 
used a great deal. Use the same 
lock set as described for the rear 
door of the house, but instead of 
a mortise dead bolt suggest a 
cylinder rim night latch like Fig. 
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1. Explain to your customer that 
he will use the door a great deal. 

Then comes your biggest sell- 
ing argument. At no additional 
charge you can have the same key 
operate both the front door lock 
and this lock. Factories do not 
charge anything extra for key- 
ing alike, so it doesn’t cost you 
anything to make this suggestion 
and it always makes a hit with 
your customer. 


eB a G 


Fig. 4—Cylinder Rim Night Latch 





Having gotten that far, you may 
be able to build the sale up fur- 
ther by explaining the better ap- 
pearance of a mortise cylinder 
latch like Fig. 5 or better still, sell 
a complete cylinder knob lock set 
such as described in the last 
chapter with long plates or sec- 
tional trim as therein illustrated. 





Fig. 5—Cylinder Mortise Night Latch 


Then comes the pair of large 
garage doors. These are just a 
pair of hinged doors opening out. 
It was suggested in chapter 3 that 
you sell a complete set as made by 





Fig. 6—Cylinder Brass Padlock 
with Chain 
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several manufacturers. I should 
have said “complete, except for a 


lock.” 


Here again you have a chance 
to be of service to the owner. You 
can sell him a padlock that will 
fit in the padlock eyes furnished 
in the door set. You can again 
suggest to the owner that you will 
have this padlock keyed to the 
same key as the front and side 
door. Less keys to carry, as one 
key will fit the three doors. 


Of course, with this system, it 
will be necessary to order the 
three locks from the manufacturer 
or jobber keyed alike in which 
case there will be no extra 
charge. 


If it is a rush job your local 
locksmith or someone in your 
store, if he knows how, can reset 
your stock locks to one key. If the 
owner is in a great hurry an extra 
charge is in order and it will also 
be well to tell the customer only 
three keys are available unless, he 
purchases extra keys; whereas if 
he will wait until the locks come 
from the factory he will have eight 
keys instead of three at no extra 
charge whatsoever. 


Now, if you have sold a pad- 
lock, remember it must be a cyl- 
inder padlock of the same make 
as your house locks and it should 
be a chain padlock, so the lock can 
be fastened to the door insuring 
against loss or theft. 


Another very popular lock for 
this type of door is one brought 
out by several manufacturers, 
similar to Fig. 7. It is a splendid 
lock for garage doors, allowing 
for considerable sag in the doors, 
which often occurs in doors of this 
type. 
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Fig. 7—Garage Rim Lock for Doors 
Opening Out 


While considering the exterior 
doors for locks, a natural step to 
take next is to present the acces- 
sories many homes will need. On 
the front door a door knocker may 
be sold to good advantage. Sell an 
electric push button in the same 
design and finish as the front door 
lock. Explain to your customer the 
improved appearance such an in- 
expensive item makes to the front 
entrance over the type an electri- 
cian would put on as part of the 
wiring. Letter Box Plates are 
necessary requirements, or an 
ornamental letter box. Have these 
in the finish that matches the front 
door lock. 

Then, there are house numbers. 
In Buffalo, N. Y., a recent city 
ordinance requires every home 
owner to have house numbers 4” 
high so they can be seen from the 
street. Not a bad idea! Hardware 
Dealers in Buffalo have been 
happy over that ordinance. 

A timid housewife will appre- 
ciate a chain door fastener on 
every outside door like Fig. 8. 





Fig. 8—Chain Door Fastener 


Occasionally you may even sell 
a door closer, but these require a 
chapter for discussion in them- 
selves and will be dealt with later. 

Knowing what this plus busi- 
ness can mean in increased sales, 
it is my hope that these sugges- 
tions will be tried with every pros- 
pective customer. No high pres- 
sure methods need be used. The 
power of suggestion is much 
better. Even if they do not buy the 
accessories when buying the 
Builders’ Hardware they will re- 
member them and often come back 
to your store and purchase them 
later. 

Now that we have the outside 
doors equipped with locks, we 
will in the next issue, move to the 
inside of the house, to study the 
inside lock sets. 
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Who Are 


The Hardware Dealers 
Real Competitors ? 


UCH has been written 
and a great deal of dis- 
cussion heard regarding 


chain store and mail order com- 
petition. True, these are highly 
competitive organizations, but they 
are retail organizations, merchan- 
dising on a huge buying and ad- 
vertising plan that is perfectly 
legitimate. We can’t change their 
methods of doing business and 
they will always be with us as a 
competitive factor. 

But there is one type of com- 
petition that can be remedied by 
concerted action. This is the com- 
petition coming from the hard- 
ware wholesalers themselves 
through the sale of unit packages. 
The factories are probably more 
to blame than the wholesalers, 
but nevertheless the cure for this 
situation is in these words, “no 
unit packages.” 

I do not suggest that merchan- 
dise be packed in quantities that 
would discriminate against the 
small dealers, but insist that no 
merchandise of any sort should 
be sold to the trade packed one 
in a package. Why should a 
dealer who does not stock a food 
mixer, order just one for a cus- 
tomer and then perhaps sell it at 
a reduced price, thereby harming 
the dealer who has invested in a 
stock of mixers? The first dealer, 
if he does not wish to buy at 
least three mixers, should refer 
his customer to a dealer who reg- 
ularly stocks such merchandise. 

Let us assume that a wholesale 
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Fred. S. Linn, Lewis 
County Hardware Co., 
Chehalis, Wash., urges 
manufacturers to pack 
goods in reasonable 
amounts that can be 
sold to dealers in un- 
broken packages. 
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salesman in an average small 
town has two good hardware ac- 
counts and one or two good 
garage accounts, who buy their 
tires, auto accessories, etc., from 
him. He has taken a nice order 
for these accessories and is about 
to leave. The buyer, who in most 
instances is also the proprietor, 
requests that a rifle or a small 
electric appliance be sent along 
with his order. What is the sales- 
man going to do? If he doesn’t 
take the order his competitor will. 
Should he attempt to explain that 
his firm does not approve of him 
selling articles which his custom- 


ers do not regularly stock, the 
buyer will usually wait for some 
other salesman to come along who 
will take the sale. This is an 
everyday occurrence in a whole- 
sale salesman’s life. I know. I 
have been one. 

A salesman’s refusal to sell 
these extra articles does not cor- 
rect the situation, but merely puts 
a barrier between his heretofore 
good customer and himself. The 
salesman should be able to say 
that the merchandise comes only 
in packages of three and that if 
his account would find purchasers 
for the remaining two articles, he 
would be glad to ship them along 
with the order. Then in all prob- 
ability the customer would not 
attempt to find the additional pur- 
chaSers and the sale would be 
made by a local dealer at the reg- 
ular price. 

Often a salesman will not have 
an account selling one of his lines 
in a town. At his sales manager’s 
instigation, he will set out to pro- 
mote one and in most instances 
without investigating whether or 
not too many stores in that town 
are already selling the line. To 
interest his prospect he shows him 
how well other stores are doing 
with the line. He suggests that 
the dealer purchase one of a 
number of items, thus acquiring 
a well-balanced stock at a small 
investment. Too late, however, 
the dealer finds his new line isn’t 
what he thought it would be and 


(Continued on page 72) 
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By JOSEPH L. ERNST 


HE additional overhead in- 

cident to an aggressive pol- 

icy of making continuous 
sales effort calls on your local 
industrial prospects and custom- 
ers is small compared to the pos- 
sible results. No high-pressure 
methods are needed—just a calm, 
ordinary, common-sense program 
and plan to call on your neigh- 
bors, friends, acquaintances, and 
fellow businessmen. The proprie- 
tor of the store may do this him- 
self. This is the better plan, if 
time permits, or he may delegate 
the job to one of his clerks. A 
highly trained salesman is not 
necessary, contrary to some be- 
liefs, just an all-around intelligent 
chap with a pleasing personality, 
knowledge of his merchandise and 
confidence in telling the customer 
his story. Regular and frequent 
calls, brief, but with a message 
are the main factors in outside 
selling. 


A Definite Plan 


A definite plan is needed, a 
policy established and carried out 
for a specified length of time, then 
changed to meet needs and vary- 
ing conditions of season and trade. 
First of all, list the names of po- 
tential customers by classes. For 
example: 

Industries in the town or territory 

Farmers in certain area 

Townspeople and the families 

Under the heading of industries 
would be listed all of the manu- 
facturers and other users of hard- 
ware, as follows: 

Manufacturing plants and shops 

Garages and auto repair shops 
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Shops — lumber, sheet metal 
electrical etc. 

Contractors—carpenters, masons, 
roofers, etc. 

Hotels and restaurants 

Hospitals and institutions 

Public utilities 

Schools and public agencies 

Having made this classificatior 
by groups it should be completed 
by adding the names, under each. 
heading, of prospective customers. 
List all of the plants in town, the 
garages, the shops, hotels, inns 
and boarding houses, institutions, 
the various contractors, and, of 
course, all of the utilities—water, 
gas, telephone, railroad and bus, 
and all of the public or civic 
buying agencies. 















































Assortment 


To begin with every hardware 
store worthy of the name carries 
some hammers, wrenches, hack 
saws, files, taps, drills and many 
other tools, bolts, screws, nuts 
and nails. The main difficulty in 
the past has been that tools have 
been woefully neglected as to as- 
sortment and quality. It is not 
necessary to carry large stocks to 
satisfy your industrial customers, 
but it is important for him to 
know that you have a fair variety 
of recognized merit. 


Hardware merchants actively calling on industrial 
purchasing agents can offer the convenience of a 
local source of supply, prompt service on emergency 
orders and a knowledge of requirements, which will 
help develop a large and profitable “Factory Selling” 
department. Here is a simple plan to follow. 
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1 | Industrials 


If you have any manufacturing 
plants in your area they will re- 
quire hardware supplies for two 
purposes: first, in their manufac- 
turing processes, second, for main- 
tenance of plant and equipment. 
If, for example, the plant is a 
metal working concern it will 
need drills, taps, reamers, grind- 
ing wheels, hack saws, files, 
screws, etc., in production and in 
large quantities. The first thing 
for the hardware man to do is 
to ascertain what is used in va- 
rious operations, sizes, types, etc., 
acquaint himself with that mer- 
chandise, make a connection with 
a reliable source for obtaining 
such items. This source may be a 
wide-awake jobber in a neighbor- 
ing city or a manufacturer, either 
of whom, if they are convinced 
that you are aggressive and on 
the job will cooperate with you 
for mutual gain. 
the virtue you must have, confi- 
dence in your knowledge of sup- 
plies, in your ability to convince 
your customer, and confidence in 
approaching the source of supply 
with whom you wish to do busi- 
ness. Very few manufacturers, 
jobbers or manufacturer’s agents 
will turn you down if you can 
demonstrate your ability to get 
business. This I know to be a fact 
from the experience of some rela- 
tively small dealers who have 
done well with industrial supplies. 
Much industrial supply business 
is handled on direct factory ship- 
ment basis with no more labor for 
the dealer than to invoice the ma- 
terial. His rate of commission, or 
margin, is usually satisfactory and 
profitable. 
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Confidence is. 








JOSEPH L. ERNST 


Editors’ Note: The author is purchas- 
ing agent for the Board of Education, 
Rochester, N. Y., and was formerly a 
retail hardware merchant in that city 
who successfully followed the simple 
plan he offers for “Factory Selling.” 


After you have listed all of the 
manufacturing industries in your 
area jot down the garages, repair 
shops and automobile sales agen- 
cies. Then list all of the various 
trades shops — plumbers, elec- 
tricians, sheet metal workers, roof- 
ers and carpenters. You ought to 
know, if you give the matter any 
thought, the wide variety of com- 
mon tools and supplies (all ordi- 
nary hardware stock) that these 





Profitably 


shops use. Your garage men are 
constantly using and _ replenish- 
ing hammers, chisels, screw driv- 
ers, gauges, hack saws, wrenches, 
taps and dies, drills, screws and 
bolts. The car agency will buy 
small sets of tools and jacks to 
equip new and used cars. Your 
town or neighborhood plumbers 
and electricians also are in con- 
stant need of the ordinary tools 
of their trades. All you need to 
do to prove this statement is to 
call on these artisans in their 
shops and see what equipment 
they have in their tool cribs or 
stock rooms. 


A Personal Call 


I know personally of salesmen 
who go into small towns in their 
territory, call on the various 
trades here enumerated and book 
orders for ordinary items that the 
local hardware man must have in 
stock. Why did they get the busi- 
ness? Not because of price, not 
on account of service nor for the 
doubtful reason of their good 
looks. Only one answer—the per- 
sonal call. A man may need va- 
rious supplies, but lack of inertia 
prevents his going to your store. 
Perhaps unconsciously he reasons 
that some salesman will be in to 
see him and he then will order 
his requirements. Why are you 
not that salesman? You are his 
townsman, his acquaintance or 
friend, his neighbor or lodge 
brother, and he naturally would 
prefer to give the business to you. 

When the representative of a 
big house from the city calls he 
forgets to consider whether you 
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might not be able to furnish his 
needs, he is inadvertently flattered 
by the salesman’s call, and follow- 
ing the line of least resistance 
signs the order blank with from 
two to a dozen items entered 
thereon. This is not theory—it’s 
fact. 

The hotels, inns, restaurants, 
hospitals and institutions all re- 
quire hardware items for main- 
tenance and kitchen use. Call on 
them once in a while. Somebody 
else does or they would not be 
in ever readiness to efficiently 
serve their patrons. You can eas- 
ily approach them with quotations 
on or samples of cutlery, elec- 
trical equipment, aluminum or 
enamel ware, tin and galvanized 
receptacles, stoves, refrigerators, 
cleaners, etc. 


Frequent Visits 


You probably know by name 
any or all contractors in your 
district — carpenters, masons, 
painters, roofers and others. Do 
you know, however, what jobs 
they have or what jobs they are 
figuring? Visit these men, offer 
to assist them with prices or quo- 
tations on their tentative pro- 
posals. Do not allow them to be- 
come confirmed in the nution that 
they must go to the big store (if 
you are relatively a small mer- 
chant in a big city), or into the 
county seat (if you are a mer- 
chant in a small town), in order 
to secure satisfactory service or 
price. You should be able to 
quote on short notice on a bill 
of builders’ hardware, on paint 
and supplies for a house job, on 
roofing and conductor pipe as 
may be specified. If you do not 
have the price information readily 
at hand, get the complete mem- 
orandum of the contractor’s needs 
and phone your jobber or factory 
for costs. It should be possible to 
work up a profitable business in 
this field. Others have demon- 
stated that such is the fact. I know 
that considerable business of this 
type goes out of town, and for 
the same reasons as given be- 
fore—attention paid to the cus- 
tomer by some dealer a long way 
off, and the practical ignoring of 
a good prospect by his home town 
merchant. 

Public utilities in your town, 
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city or county are relatively large 
users of hardware items. My gen- 
eral impression is that the average 
dealer stands more or less in awe 
of these business groups, and has 
developed a complex that on ac- 
count of their size he cannot hope 
to do business with them. Here 
again is a fallacy. The purchasing 
agent of the utility in your neigh- 
borhood probably thinks of the 
hardware store as a good place 
in which to buy the few little 
necessities he needs for his home 
or garden, but never gives the vil- 
lage or neighborhood store a 
thought when buying for his com- 
pany. You need to know what he 
buys for his organization, and 
he needs to know that you can fur- 
nish some, if not all, of his hard- 
ware requirements. The place for 
him to discover this is in his office 
and you are the man to enlighten 
him. The utilities classification in 
your prospect list, telephone, gas. 
electricity, water, rail and bus 
lines, will add several names to 
your prospect list. Do not put 
down only the name of the pur- 
chasing agent, but list the names 
of stockkeepers, foremen and 
chauffeurs for many emergency 
or replacement orders are at the 
disposal of such gentlemen to 
sign. 


Information 


Soliciting business from public 
institutions or departments and 
from schools and colleges in your 
district have been subjects of pre- 
vious articles. If you will com- 
bine all of the information at your 
disposal on these groups with those 
suggested in this article you will 
be surprised at the length of the 
list, or if you use a card index 
file at the number of individual 
cards. You will find plenty of 
additional prospects and enough 
valuable data to take up all of 
your slack time or that of the 
various members of your organi- 
zation. You may even find it ad- 
visable to add to your sales group 
to take care of increased business. 
I know of several hardware men, 
who, during the past five years 
of depression have kept up the 
volume of their business to a sat- 
isfactory amount by diligently and 
persistently wooing business they 
had not previously contemplated. 


If this business can be had during 
years of economic stress, figure 
out for yourself how much greater 
are its possibilities when condi- 
tions improve. 

To prove the above by illus- 
tration I will mention two cases 
that have come to my attention. 
An alert hardware man in a small 
town decided on the possibility 
of factory and institutional sup- 
plies as an adjunct to his business. 
He had no trouble in making the 
right mill and factory connections 
on several classes of supplies. 
Very little extra material had to 
be stocked—most supplies were 
sold by this hardware man in a 
territory of thirty miles radius, 
to manufacturing plants and in- 
stitutions, on a factory shipment 
basis. So successful has this mer- 
chant been in the last three years 
that this department of his busi- 
ness has overshadowed his regular 
store trade, and has produced 
more profits. All of this has been 
accomplished in the face of the 
keenest kind of competition from 
dealers in large cities not far 
away. 

Another hardware merchant, a 
relatively small dealer in a large 
city, has added sheet metals, cop- 
per, brass, monel, etc., and is 
giving the large stores a good run 
for business. That he has been 
successful in the past two years is 
proved by recent additions of 
copper and brass wire and pipe. 
In a little over a year his store 
has become one the main sources 
of supply of this material in the 
city. This department of his busi- 
ness has become much greater in 
volume and profit than his regu- 
lar hardware trade. No extra rent 
has been incurred for space, very 
little additional for help and de- 
livery, and he is on the way to 
making a highly successful busi- 
ness out of what seemed like just 
another unimportant and rather 
insignificant neighborhood hard- 
ware store. Both of these mer- 
chants, and they are entitled to 
the name in its best use, procured 
their new business through per- 
sonal calls and solicitation. 

What these men have done, 
others in various sections of the 
country can do. It requires only 
the will to do and the perseverance 
to see it through. 
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The President's Opposition 


to the Tydings-Muiller Bill 


By FELIX H. LEVY, Esq.* 


Is in Contrast to Prior Declarations Made by Other High and Com- 


petent Authorities. 


President's Stand Contradicts His Own Ap- 


proval of Guffey Coal Bill and Ellenbogen Textile Bill and is Con- 
trary to the Views of the Legislatures of 39 States with Fair Trade 
Bills Approved in Principle by the U. S. Supreme Court. President's 
Reasons Parallel Often-Expressed Arguments of Chain Stores, Mail 
Order Houses, Department Stores, Etc. 


N April 24, 1937, at a time 
O when it was generally be- 

lieved that the Tydings-Miller 
Bill (Senate Bill 100) would shortly 
be approved by both houses of Con- 
gress, President Roosevelt sent a 
letter to . Vice-President Garner, 
President of the Senate, which stated, 
in substance, that in Mr. Roosevelt’s 
judgment this measure should not 
receive the consideration of Con- 
gress, until the matter involved could 
be more fully explored. The result 
has been that the Bill has not been 
brought up for consideration in the 
present Congress; and the general 
belief is that it will not be. 

Attached to the President’s letter, 
was a letter signed by the Chairman 
of the Federal Trade Commission 
which was strongly adverse to the 
bill. 

In view of the importance neces- 
sarily given to the utterances thus 
made by the President and the Fed- 
eral Trade Commission, and in view 
of the fact that their effect has been 
the postponement of action upon the 
bill at least for the present session, 
and perhaps even beyond that, it 





*Prominent New York attorney, 
former Special Assistant Attorney- 
General of the United States and na- 
tionally known as an expert of fair 
trade legislation and related legal pro- 
cedure affecting distribution. 
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seems desirable to give considera- 
tion to the reasons and arguments 
contained in the letters of the Presi- 
dent and of the Federal Trade Com- 
mission, in contrast to prior oppos- 
ing declarations made by other high 
and competent authorities. 

In the President’s letter, he said: 


The President’s Letter 


“The present hazard of undue ad- 
vances in prices, with a resultant 
rise in the cost of living, makes it 
most untimely to legalize any com- 
petitive or marketing practice cal- 
culated to facilitate increases in the 
cost of numerous and important ar- 
ticles which American householders, 
and consumers generally, buy. You 
will note that the Federal Trade 
Commission has made no study of 
the effect of resale price mainten- 
ance on consumers since 1929, but 
the Commission does mention a 
reputable body of informed opinion 
to the effect that such control of re- 
sale prices would be harmful to the 
consuming public. . . . 

“Since we seem to be in a period 
of rising retail prices this bill should 
not, in my judgment, receive the 
consideration of the Congress until 
the whole matter can be more fully 
explored.” 





In the letter of the Federal Trade 
Commission to the President, the fol- 
lowing was said: 

“Many of these State laws (Fair 
Trade Practice Acts) and the Tyd- 
ings-Miller Bill are directly and ir- 
reconcilably in conflict with the 
present Federal law on resale price 
maintenance. Public policy since 
the passage of the Sherman Antitrust 
Act in 1890 has been opposed to 
resale price maintenance. Numerous 
court decrees have been entered 
under the Sherman Act and numer- 
ous orders to cease and desist have 
been issued by the Commission and 
affirmed by the courts in conformity 
with the public policy expressed in 
the Sherman Act and in the Federal 
Trade Commission Act. Enactment 
of the Tydings-Miller bill would in 
its practical effect avoid such de- 
crees and orders and constitute a re- 
versal of what has been public policy 
for many years. 

“Since State laws, legalizing re- 
sale price maintenance, differ in the 
various States, and since, under the 
proposed Federal legislation, Fed- 
eral exemption from the antitrust 
laws would be conditioned upon the 
legality of similar contracts in intra- 
state transactions, the Tydings-Mil- 
ler Bill would modify the antitrust 
laws in differing degrees in differ- 
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ent States. Thus, not only would it 
leave the Federal antitrust laws in 
full force and effect as to those 
States which do not legalize resale 
price maintenance, but there would 
be divergent policies as to those 
States which legalize resale price 
maintenance, because of the differing 
terms of the different statutes in the 
respective States. Thus, the Federal 
Government would be under the 
necessity of attempting to enforce 
divergent regulatory policies toward 
shipments made by the same manu- 
facturer to dealers located in differ- 
ent States, because of the differences 
in the respective statutes. . 

“There is great probability that 
manufacturers and dealers may 
abuse the power to arbitrarily fix 
resale prices by unduly increasing 
prices, resulting in bitter resentment 
on the part of the consuming public, 
especially in this period of rising 
prices.” 

There is attached to the Commis- 
sion’s letter, copies of five complaints 
issued against certain distillers by 
the Commission and as to which the 
Commission’s letter says: “In sub- 
stance, these dealers are charged 
with maintaining uniform minimum 
resale prices in interstate commerce 
and with enforcing agreements with 
respect thereto by unlawful methods, 
such as the use of black lists, boy- 
cott, threats of boycott, and other 
coercive methods incidental to the 
enforcement of their resale price 
policies.” 

In opposition to the views thus ex- 
pressed by the President and the 
Commission, there exist high au- 
thorities. 

In a case decided in 1911, the 
Supreme Court, by a divided vote of 
5-4, approved an order of the Com- 
mission condemning a certain resale 
price maintenance policy which, it is 
to be noted, contained elements not 
permissible under the Fair Trade 
Acts which have been adopted by 
the legislatures of 39 states. 

In a dissenting opinion by Mr. 
Justice Oliver Wendell Holmes, he 
said: “I think that at least it is safe 
to say that the most enlightened ju- 
dicial policy is to let people manage 
their own business in their own way 
unless the ground for interference 
is very clear.” 

Obviously, the interference thus 
mentioned referred to the majority 
opinion of the Court in that case, 
the effect of which was to prevent 
a manufacturer from agreeing with 
his customers, upon resale prices. 
He then proceeded: “What, then, is 
the ground upon which we interfere 
in the present case? ... Perhaps it 
may be assumed to be in the interest 
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DIGRESSING slightly from the theme here discussed, it seems 
proper to say that there appears to be implicit in the President’s 
letter, an approval of a familiar contention made by opponents of 
this legislation (chain stores, mail order houses, department stores, 
etc.); namely, that it would involve the granting of a governmental 
favor or advantage to opponents of price-cutting; but the fact is 
exactly the contrary, because it is only by virtue of the Sherman 
Law that resale price agreements have been declared unlawful by 


*the Federal Courts. 


In other words, a congressional benefit or 


advantage was conferred upon price-cutters by the Sherman Law, 
and it is only the removal of this benefit or advantage, that the 
opponents of price-cutting are asking. They do not seek legisla- 
tive benefit or protection; they seek only the removal of the legis- 
lative benefit and protection given to price-cutters by the Sherman 


Law. 


It is the price-cutters who have been protected by legislative ram- 
parts. Their opponents ask only that these ramparts be removed, 


and that fair play be restored. 


of the consumers and the public. 
. I see nothing to warrant my 
assuming that the public will not be 
best served by this company being 
allowed to carry out its plan.” 


Mr. Justice Holmes 


Mr. Justice Holmes then made a 
further expression, which has _be- 
come historical in the literature of 
this subject. He said: “I cannot 
believe that in the long run the pub- 
lic will profit by this court permit- 
ting knaves to cut reasonable prices 
for some ulterior purpose of their 
own, and thus to impair, if not de- 
stroy, the production and sale of 
articles which it if assumed to be 
desirable that the public should be 
able to get. 

“The conduct of the defendant 
falls within a general prohibition of 
the law. It is fraudulent and has 
no merits of its own to commend it 
to the court.” 

The contrast thus presented to the 
statements contained in both the 
letter of the President and the letter 
of the Commission, is obvious. 

Briefly stated, the language thus 
used by Mr. Justice Holmes, pre- 
sents these contrasts: 

(a) It disapproved governmental 
or judicial interference with the 
making of the contracts here under 
consideration. 

(b) As against the contention, 
clearly reflected in the letters of the 
President and of the Commission, 
that the prohibition of resale price 


—Felix H. Levy. 


maintenance agreements “may be 
assumed to be in the interest of the 
consumers and the public,” Mr. Jus- 
tice Holmes said that he saw 
“ . . . nothing to warrant my as- 
suming that the public will not be 
best served by this company being 
allowed to carry out its plan.” 

(c) In language of the utmost 
vigor, Mr. Justice Holmes con- 
demned the contention that in the 
long run the public is benefited by 
the price-cutting which necessarily 
exists in the absence of resale price 
maintenance agreements, and used 
language which is in diametrical 
contrast to the statement in the 
President’s letter that the Federal 
legislation contemplated by the Tyd- 
ings-Miller Bill would, “. . . facili- 
tate increases in the cost of numer- 
ous and important articles which 
American householders and _ con- 
sumers generally ~buy”; and the 
further statement in the President’s 
letter that the Commission mentions 
“a reputable body of informed 
opinion to the effect that such con- 
trol of resale prices would be harm- 
ful to the consuming public.” 

As against these arguments of 
probable injury to the consuming 
public, it is desirable to repeat the 
words used by Mr. Justice Holmes. 
He said: “I cannot believe that in 
the long run the public will profit 
by this Court permitting knaves to 
cut reasonable prices for some ul- 
terior purpose of their own, and 
thus to impair, if not destroy, the 
production and sale of articles which 
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it is assumed to be desirable that 
the public should be able to get.” 

We have italicized the last part 
of this quotation in order to em- 
phasize its similarity to the corre- 
sponding language contained in the 
letter of the President and in the 
letter of the Commission; and in 
order to draw attention—despite this 
similarity—to the diametrically op- 
posite conclusions drawn therefrom, 
by the President and the Commis- 
sion, as against the conclusions 
drawn by Mr. Justice Holmes. The 
former say, in substance, that the 
legalization of price maintenance to 
prevent price-cutting, will injure the 
consuming public. Mr. Justice 
Holmes draws exactly the opposite 
conclusion. 

In further condemnation of price- 
cutting and in approval of price 
maintenance agreements to prevent 
price-cutting, Mr. Justice Holmes 
then added the words already 
quoted, but worthy of repetition: 
“The conduct of the defendant falls 
within a general prohibition of the 
law. It is fraudulent and has no 
metits of its own to commend it to 
the court.” 

It is to be borne in mind that the 
words thus quoted, were uttered by 
one of the most liberal jurists in the 
history of this country. 

Strong confirmation of the views 
thus expressed by Mr. Justice 
Holmes is to be found in the 
language used by another eminent 
liberal judge. , 

Prior to his elevation to his pres- 
ent distinguished position as a 
member of the Supreme Court, Mr. 
Justice Brandeis, famous for his 
steadfast denunciation of price-cut- 
ting, said: “The evil results of price- 
cutting are far-reaching. . . . The 
process of exterminating the small 
independent retailer, already hard 
pressed by capitalistic combinations, 
would be greatly accelerated by such 
a movement (meaning permissive 
price-cutting) . . . Shall we, under 
the guise of protecting competition, 
further foster monopoly by creating 
immunity for the price-cutters? 
Americans should be under no illu- 
sions as to the value or effect of 
price-cutting. It has been the most 
potent weapon of monopoly—a 
means of killing the small rival to 
which the great trusts have resorted 
most frequently. It is so simple, so 
effective. Far-reaching organized 
capital secures by this means the co- 
operation of the short-sighted unor- 
ganized consumer to his own undo- 
ing.” 

We have italicized the last part 
of this quotation in order to direct 
attention to its evident contrast to 
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the statements contained in the let- 
ters of the President and of the 


Commission which, in substance, 
assert that benefits are gained by 
the consuming public, through price- 
cutting, of which they ought not to 
be deprived by the legalization of 
price maintenance agreements. 

It thus appears that two of the 
most eminent liberal judges of this 
country have taken position in di- 
rect conflict with the position taken 
by the President and the Commis- 
sion. Other high authority exists 
to the same effect. In a book upon 
this subject, written in 1932, by the 
distinguished authority, Professor 
Edwin R. A. Seligman, of Columbia 
University, which abounds in a 
demonstration of the evil effects of 
price-cutting, he said: “Price main- 
tenance throughout the nations 
of the world is to all intents and 
purposes entirely legal . . . In other 
countries, such as Great Britain, of- 
ficial reports and public opinion 
have shown a virtual unanimity in 
approving the system of price main- 
tenance”-—this being the system es- 


tablished by the Fair Trade Prac- 





Fair Trade Laws 
Adopted in These 
39 States: 


Arizona New Jersey 
Arkansas New Mexico 
California New York 
Colorado North Carolina 
Georgia North Dakota 
Idaho Ohio 

Illinois" Oklahoma 
Indiana Oregon 

Iowa Pennsylvania 
Kansas Rhode Island 
Kentucky South Carolina 
Louisiana South Dakota 
Maine Tennessee 
Maryland Utah 
Massachusetts Virginia 
Michigan Washington 
Minnesota West Virginia 
Montana Wisconsin 
Nebraska Wyoming 
Nevada 


Fair Trade Laws 
Under Consideration 
in These 6 States: 


Connecticut Missouri 
Delaware New Hampshire 
Florida Texas 











tice Acts now in force in 39 States, 
and sought to be extended by the 
Tydings-Miller Bill. 

The judicial opinions in Great 
Britain are uniform in condemning 
price-cutting, and in declaring to be 
lawful, price maintenance agree- 
ments that prevent the same. A 
single example, among many, must 
suffice. 

In a leading case which involved 
an Australian statute __relating 
to price-cutting, Lord Justice 
Parker, writing for a unanimous 
court, said: “It was also strongly 
urged that in the term (used in the 
statute) ‘detriment to the public’ 
the public means the consuming 
public, and that the Legislature was 
not contemplating the interest of 
any persons engaged in the produc- 
tion or distribution of articles of 
consumption. .. . 

“(We) do not take this view, but 
the matter is really of little impor- 
tance, for in considering the interest 
of consumers, it is impossible to 
disregard the interest of those who 
are engaged in production and dis- 
tribution. It can never be in the 
interests of consumers that an ar- 
ticle of consumption should cease to 
be produced and distributed; as it 
certainly would be unless those en- 
gaged in its production or distri- 
bution obtained a fair remuneration 
for the capital employed and the 
labor expended. .. . 

“Tt can never be of real benefit 
to the consumers of coal that colliery 
proprietors should carry on _ their 
business at a loss, or that any profit 
they make should depend on the 
miners’ wages being reduced to a 
minimum... . . The consumers of 
coal will lose in the long run if 
the colliery proprietors do not make 
fair profits or the miners do not 
receive fair wages. There is in this 
respect a solidarity of interest be- 
tween all members of the public.” 

This expression, especially the 
parts italicized, stands in definite 
opposition to the comparable por- 
tions of the letters of the President 
and of the Commission, for Justice 
Parker—as did Mr. Justice Holmes 
and Mr. Justice Brandeis—holds 
that consumers are injured by price- 
cutting and benefited by price main- 
tenance, while the President and thie 
Commission contend the opposite. 

Having thus shown the opposing 
views of notable judicial and eco- 
nomic authority, it is important to 
note that the Federal Trade Com- 
mission itself, in direct and categori- 
cal contradiction to its present posi- 
tion, said the following in a 
unanimous report made by it, a few 
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She Knows How to Make Women |G 


Mrs. Carrie Tretchler, of Wakeford Hardware & Paint 

Co., (Chicago) Housewares annex, adds the woman's 

touch that greatly stimulates shopping and sales 
volume for the department. 


66 OMEN serve better for 
\ selling ‘knick - knacks’ 
and other housewares 

than men do just as a man is 
better for waiting on men in a 
haberdashery store,” says Edwin 
Olowecki, Wakeford Hardware & 
Paint Corp., Chicago. With this 
thought, Mr. Olowecki placed 
Wakeford’s Annex (as the house- 
wares department adjoining the 
main store is known) in charge 
of Mrs. Carrie Tretchler, about 
three and a half years ago. Mrs. 
Tretchler was for fifteen years 
affiliated with a well-known de- 
partment store before joining the 
Wakeford staff, having served as 
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buyer for part of a big housewares 
department. 

Because women like quality 
merchandise, but also are inter- 
ested in acquiring what they con- 
sider to be “bargains,” Wakeford’s 
Annex carries both quality and 
competitive priced merchandise, 
most of which is of domestic man- 
ufacture. Women wanting to buy 
a dishpan, dish mops, and even 
high quality giftwares frequently 
want, in addition, to buy con- 
venience items such as shoe pol- 
ish, toilet and laundry needs, etc. 
These convenience items attract 
women who have no previous in- 
tention of buying other merchan- 





- 


98 ne 





dise, but when they see the variety 
of giftwares and household needs 
displayed in the attractively laid 
out annex they will buy other 
items. 

With her knowledge of the op- 
erations of a department store’s 
housewares department the buyer 
for Wakeford’s Annex knows that 
good lighting, merchandise priced 
as people want it priced and eas- 
ily accessible merchandise are not 
the entire story in making women 
like a housewares department. 
Women also want to be able to 
quickly see the cost of an item 
they like and they are interested 
in handling only merchandise 
which is in a clean and bright 
condition. Because of this desire 
for clean merchandise everything 
that can be washed or dusted in 
the department is properly cleaned 
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at least once every two weeks. 
Although this steady “diet” of 
house cleaning is not exactly fun 
it keeps the merchandise looking 
fresh and inviting. To further 
keep the annex fresh in appear- 
ance merchandise is being con- 
stantly shifted, thus emphasizing 
to frequent visitors that the store 
is an active and lively establish- 
ment. 

The annex store has its own en- 
trance and its own display win- 
dow, but is connected toward the 
rear of the showroom with the 
main store which measures 45 by 
125 feet. With the connecting 
doorway people entering the hard- 
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Clean merchandise attracts more customers, so Wakeford’s Housewares Annex 
thoroughly washes and cleans everything that can be so treated. Windows 
show a wide variety of related merchandise. Above: Mrs. Carrie Tretchler, 


in charge of the Annex. 


ware, paint and other department: 
in the main display room will 
often leave through the annex 
store and vice versa, which is a 
great aid in building traffic tor 
both stores. 

Wakeford’s Annex does a good 
volume in gifts and in prizes and 
accessories for parties such as 
cocktail shakers, cocktail novelty 
items, trays, glasses, and other 
serving needs. Frequently people 
wanting giftwares for parties or 
for anniversary and other gift 


purposes will seek the advice of 
the store in selecting gifts and 
prizes to suit the varied tastes of 
customers and to meet the limita- 
tions of their spending money. 
Advice on giftwares is freely 
given to customers and prospects 
calling at the store and those mak- 
ing phone calls. For the con- 
venience of customers Mrs. Tretch- 
ler will wrap gifts and prizes in 
appropriate materials. Deliveries 
on such sales are made to any 
part of the city, and when neces- 


35 











sary gifts are wrapped and mailed 
to out-of-town points. 

There is a wide variety of glass- 
wares, gadgets, chromium plated 
novelties, clocks, table lamps, 
enamelware, glassware and small 
electrical appliances in the annex 
as well as vacuum cleaners and 
several models of gas ranges and 
a variety of electrical cooking ap- 
pliances. Chinaware sets are han- 
dled in open stock patterns only. 
Related lines are displayed with 
each other and all merchandise 
on which prices can be marked is 
plainly priced. 

Most of the higher units of sale 
such as gas ranges, electrical cook- 
ing appliances and the more ex- 
pensive giftwares lines are dis- 
played in the front of the store. 
Convenience merchandising and 


lower priced lines are generally 
grouped in the rear of the store. 
All merchandise is displayed on 
the open tables or on open shelv- 
ing, shelving units being illumi- 
nated by concealed lighting. 

The five-ply veneer fixtures in 
the store are of ivory and green 
finish with silver trim; the walls 
are gray with gray trim, giving 
the annex store a most attractive 
appearance. All merchandise is 
within easy reach of customers, 
always an important thing where 
men or women want to “look 
around.” The decorative effects 
in the annex are added to by the 
store’s monogram at the top of the 
smaller shelving units. 

Typical of the built-up window 
displays, with prices clearly 
marked, is that shown in these 


pages. Although this window 
shows a variety of lines—from 
high priced merchandise, such as 
a range to convenience lines such 
as soap powder, there is a bright 
appearance resulting from the 
showing of fresh looking, clean 
merchandise. At night after the 
store is closed Venetian blinds 
provide an effective background 
for the annex display window. 
The annex store is open on Thurs- 
day evenings to 9 o’clock and un- 
til 10 o’clock on Saturday nights. 

The main store, with its large 
basement departments is given 
over to hardware, paints, supplies 
for electricians, plumbers, etc. 
The business, which was started 
a little over ten years ago, now 
employs a total of thirty-four peo- 
ple and has a merchandise stock 


of $250,000. 


Panel Idea Sells Baits 


HE Five Points Hardware, 
944, East 152nd Street, Cleve- 
land, Ohio, made up a panel back- 
ground for artificial baits which 
has stimulated considerable action. 
This panel, 4 ft. x 7 ft., was built 
at the store, using plywood with 
woodframe border. The panel it- 
self was painted a sea green which 
was found well adapted as a back- 
ground for the vari-colored baits. 
The frame was painted in silver. 
A square section of thin cork 
was glued to the center of the 
panel against which reels and 
other special items of the week 
are spotted. These specials are 
always priced and labeled with 
the name of manufacturer and 
model of reel. 

Radiating out from this spot 
merchandising center are several 
rows of artificial plugs, spoons 
and spinners, grouped according 
to type and make. The idea is to 
show a varied assortment of 
colors, shapes and sizes, for sug- 
gestive purposes. The location it- 
self, on the wall directly behind 
the reel case, is highly advan- 
tageous. 

Prospective customers consider- 
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ing reels are bound to look up 
and the extensive bait display of- 
fers a silent suggestion of the new 
baits which they should have in 
their tackle box. As a conse- 
quence, many extra sales are made. 
Furthermore, the frequent changes 
in the spot center section draw 
their attention each time they en- 


ter the store. The rest of the dis- 
play remains intact as a steady 
stimulant. 

According to Merle Marx, store 
manager, the panel display has 
paid for itself many times over 
in increased sales. At the same 
time it makes a fitting wall decora- 
tion for the store. 
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This panel used in the Five Points Hardware Store, Cleveland, stimulates 
fishing tackle sales 
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FRANK S. HIRES, Kan- 
sas City, Mo., factory repre- 
sentative of Russell & Erwin 
Mfg. Co., New Britain, Conn., 


has been a_ hardwareman 
since February 1, 1877. Sixty 
of his seventy-seven years have 
been devoted to serving the 
Russwin people and their cus- 
tomers. Successively he was 
office boy, assistant bookkeep- 
er and_ bookkeeper. After 
about a year as bookkeeper 
Mr. Hires decided that he was 
more interested in the sales 
end of the business and asked 
to be transferred to the ware- 
house to enable him to better 
learn the business. His first 
territory for Russwin was in New Jersey after which he 
was given part of Pennsylvania to travel. Later he was 
given part of Illinois, Indiana, West Virginia, Tennessee 
and Kentucky, making his headquarters in Dayton, Ohio. 
For twenty-one years he traveled part of Ohio and thirty 
years ago he was sent to Kansas City, Mo., to cover 
parts of Missouri, Kansas, Nebraska, Colorado and 
Wyoming. Although he has other outside interests golf 
is his chief hobby. 


FRANK S. HIRES 
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J. D. HASSON, president 
and manager of the recently 
formed Hasson-Bryan Hard- 
ware Co., Morristown, Tenn., 
wholesalc hardware distribu- 
tors, at the age of 75 has the 
distinction of being one of the 
oldest active hardwaremen in 
eastern Tennessee. The firm 
of Hasson-Bryan Hardware 
Co., recently succeeded Has- 
son-Anderson-Trobaugh Co., 
of which Mr. Hasson had also 
been president and manager. 
Mr. Hasson started his hard- 
ware career at the age of 19 
as an employee of the Rogan 
& Buffett hardware store in 
Rogersville, Tenn. He left 
Rogersville to join C. M. McClung & Co., Knoxville, 
Tenn., wholesale hardware distributors. Following his 
association with the McClung company he became one 
of the founders of the House, Hasson Hardware Co., 
Knoxville. Later he left Knoxville to manage Grant, 
Hasson Hardware Co., which in turn was succeeded by 
Hasson, Holt & Nance, that company having been suc- 
ceeded by Hasson-Anderson-Trobaugh Co. He has de- 
voted his entire time to the hardware business for fifty- 
six years. His favorite leisure time activity is fishing. 


J. D. HASSON 


CHARLES J. STAMM, a 
member of the sales depart- 
nent of the John Pritzlaff 
Hardware Co., Milwaukee, 
Wis., wholesale hardware dis- 
tributors, grew up in the re- 
tail hardware business but for 
the past fifty-one years has 
been affiliated with the Pritz- 
laff organization. At the age 
of thirteen—back in 1878—he 
got his first taste of the hard- 
ware business, in the store of 
his father, the late P. J. 
Stamm. When his dad retired 
from business, in 1882, young 
Charles continued with the 
new owners—Pritzlaff Bros.— 
remaining with the store un- 
til 1886. Ever since he left the former store of his father 
he has been with the John Pritzlaff Hardware Co. Well 
liked by his associates because of his genial and friendly 
nature he enjoys the friendship of many of the house’s 
customers, in addition. His hobbies he says are the 
“hardware game” and “viewing the passing parade, 
watching the young folks grow up.” 


CHARLES J. STAMM 


37 

















Fall 


opyright, 1937, by Hardware Age 


By ROBERT PILGRIM 






















< EVs 

By CONSTRUCTION OF CHINESE HOUSES, THE 

pe ys TIMBERS BEING MORTISED TOGETHER. WHEN 

Mayen’ NAILS ARE DESIRED, OR BECOME NECESSARY, 
“_ "THEY ARE EXTRA ITEMS IN THE CONTRACT / 


oe gt ss NAILS ARE RARELY USED IN THE 
ia, 






*7' 


=a 





wie || 
>, ee 
p jem fume | 
ee 4 “HAYNES 


a 
yy 
— @ 





———— 

ANYONE WHO CAN DRIVE A HORSE CAN 
DRIVE THE “GIDDYAP” TRACTOR INVENTED 
BY TWO SALT LAKE CITY BROTHERS. 
THE DRIVER SITS ON THE ALOW SEAT ANID 
ORIVES THE TRACTOR WITH RE/KA/S, THE 
MACHINE AK SWERIMNIG TO 7L/GS OK THE 
HARNESS AS WELL AS DOBBIM/ EVER 
OID 


















































SPONGES ARE NOW BEING J 
MOST CHINESE STOVES ARE MADE OF MADE AS WELL AS GROWN .- 
PLASTERED BRICK, AND HAVE THEIR SOLID THE ARTIFIC(AL PRODUCT, MADE OF 
WHITE FRONTS DECORATED WITH PAINTINGS CELLULOSE, /§ SAID TO BE AS SATIS- 
OF FLOWERS, LANDSCAPES, HISTORICAL FACTORY AS THE NATURAL ARTICLE 
SCENES, etc. / FIRES ARE TEMOED FROM THE BACK 














38 HARDWARE AGE 











years ago, to Congress: “The con- 
suming public does not enjoy bene- 
fits by unfair price-cutting to com- 
pensate it for the injuries following 
demoralization caused by price-cut- 
ting. This, for the reason that, in 
the long run, unrestricted price-cut- 
ting tends to impair, if not to de- 
stroy, the production and distribu- 
tion of articles desirable to the 
public.” 

In the present letter of the Com- 
mission, which reached a diametric- 
ally opposite conclusion, no allusion 
was made to its prior utterance, and 
no attempt made at reconciliation 
thereof with its present utterance. 
It is also to be noted that the argu- 
ment set forth in its prior utterance. 
is not only in full harmony with the 
conclusions reached by judicial au- 
thority as above quoted, but that it 
possesses a striking similarity to the 
language therein used. Apparently, 
the Commission then regarded with 
approval the utterances of Mr. Jus- 
tice Holmes, Mr. Justice Brandeis 
and Lord Justice Parker, but has 
abandoned them now. 


No Explanation Given 


Not only is there no explanation 
given by the Commission in its 
present letter, of this reversal of its 
position, but the significant fact 
exists that when the Commission 
made its prior utterance, the price- 
cutting practices of chain-stores and 
other like large organizations, to the 
great damage of small and inde- 
pendent dealers—were on a incom- 
purably narrower basis, and with 
vastly less damaging results, than 
exist at the present time, so that the 
conditions which led the Commis- 
sion to make its prior utterances 
ought to have led it to adhere to it 
now-and with even greater emphasis. 

In the President’s letter, he states 
that the Commission mentions in its 
letter “a reputable body of informed 
opinion to the effect that such con- 
trol of resale prices would be harm- 
ful to the consuming public.” 

In addition to the authorities 
above cited, which are in direct 
conflict with this statement, it is 
important to observe that in the 
unanimous opinion rendered by the 
Supreme Court in December, 1936, 
which declared the Fair Trade 
Practice Acts of Illinois and Cali- 
fornia to be constituitonal, the 
Court said: “There is a great body 
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of fact and opinion tending to show 
that price-cutting by retail dealers 
is not only injurious to the good 
will and business of the producer 
and distributor of identified goods, 
but injurious to the general public 
as well. The evidence to that effect 
is voluminous. . . . True, there is 
evidence, opinion and agument to 
the contrary; but it does not con- 
cern us to determine where the 
weight lies. We need say no more 
than that the question may be re- 
garded as fairly open to differences 
of opinion. The legislation here in 
question proceeds upon the former 
and not the latter view; and the leg- 
islative determination in that re- 
spect, in the circumstances here dis- 
closed, is conclusive so far as this 
court is concerned. Where the ques- 
tion of what the facts establish is 
a fairly debatable one, we acccpt 
and carry into effect the opinion of 
the Legislature.” 

The pregnant conflict of the posi- 
tion between the unanimous Su- 
preme Court and the statement 
quoted from the Commission’s 
letter. is obvious. This is true de- 
spite the qualifying statement made 
by the Court that “there is evidence 
opinion and argument to the con- 
trary.” 

The outstanding fact remains that 
the Court unanimously accepted the 
views thus first stated, upon the 
main ground that the legislation 
which was under _ consideration 
“proceeds upon the former and not 
the latter view; and the legislative 
determination in that respect . . . is 
conclusive so far as this Court is 
concerne4.” 


Identical Legislation 


To this significant declaration 
must be added the important cir- 
cumstance that legislation which, for 
all practical purposes, is identical 
with the legislation which the Court 
was then considering, has been 
adopted by 37 states in addition to 
the two states whose laws were then 
under consideration. 

Can it be said that the views thus 
approved and put into legis!«tive 
effect by the Legislatures of 39 
states, and then confirmed and rati- 
fied by the unanimous Supreme 
Court, are wrong; and the contrary 
view now expressed by the Commis- 
sion—in direct contradiction to its 
former view---is correct? Surely, 






The President's Opposition to the Tydings-Miller Biil 


there must have been a strong body 
of public opinion in support of the 
statement first mentioned by the 
Court, which led the Legislatures of 
39 states to adopt these acts, and 
which the Tydings-Miller bill merely 
seeks to extend by removing the 
existing prohibitions of the Sherman 
act, only to the extent of enabling the 
legislation of these 39 states to have 
full, interstate effect; upon precisely 
the same principle as the Ashurst- 
Sumners Act, with respect to the 
convict-labor laws of many states. 
Space forbids more than a mere 
mention of the further contention 
made in the Commission’s present 
letter that these Acts of 39 states 
“differ in the various states”; and 
that the “Tydings-Miller Bill would 
modify the antitrust laws in differing 
degrees in different states”; so that 
“there would be divergent policies as 
to those states which legalize resale 
price maintenance, because of the 
differing terms of the different 
statutes in the respective states.” 


In 39 States 


As against these statements, the 
demonstrable fact is that these Acts 
thus adopted by 39 states, are sub- 
stantially identical with each other, 
so that the slight differences which 
exist among them are wholly neg- 
ligible with respect to the applic- 
ability and enforceability of the 
Tydings-Miller Bill with respect 
thereto. 

It is a fact that in actual practice 
in the, legal profession, those laws 
of the 39 states which have enacted 
them, present no divergencies of any 
materiality. 

Finally, with respect to the five 
complaints issued, by the Commis- 
sion against certain distillers, and 
which are attached to the Commis- 
sion’s present letter, it must suffice 
to say that the Commission says of 
these complaints that they involve 
“unlawful mehods, such as the use 
of black lists, boycott, threats of 
boycott, and other coercive 
methods. . . .” 

With full respect, it is difficult to 
understand why the Commission 
should have used these illustrations 
when, on their face, they exhibit 
definite elements of unquestionable 
illegality, no element of which is, in 
the remotest sense, contemplated or 
permitted by the Fair Trade Prac- 

(Continued on page 62) 
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RONALD G. DIX ELECTED 
PRESIDENT CHICAGO RETAIL ASSN. 


At the annual meeting and 
election of officers of the Chicago 
Retail Hardware Association held 
at the Merchandise Mart, Friday 
evening, May 14, Ronald G. Dix, 
7835 S. Halstead St., Chicago, 
was elected president for the en- 
suing year. H. D. Crook was 


RONALD G. DIX 


chosen vice-president and Ed- 
ward Vondrak and Ray Haas, 
were elected directors for three 
years. All are of Chicago. J. C. 
Amis, with offices at 1416 Mer- 
chandise Mart, is secretary. 

Mr. Dix, the incoming presi- 
dent, presented Roland H. Pop- 
ken, retiring president, with a 
fine set of golf clubs in token of 





appreciation for the services 
rendered the association during 
his term. 


ROLAND H. POPKEN 


Herbert C. Woolley, a past 
president of the association and 
a member of the advisory board, 
presented silver membership 
cards to the members of the “25” 
Club, consisting of Clara C. H. 
Grahl, Joseph Miller, H. C. 
Woolley, F. J. Kozelka, Wm. F. 
Siewert, W. E. Stauber, Charles 
Deinet, James A. Black, Herman 
Muelhan, J. D. Mandelbaum, 
Richard Kaup, Wm. Triessel- 
mann, A. M. Brauer, E. G. 
Lindquist, Oscar Fisher, and Leo 
Krueger. 





WALTER FOSS SEES OPPORTUNITY 
FOR INCREASED LATIN-AMERICAN MARKET 


Returning from a visit with 
Alvarez de Toledo, Argentina 
representative for The Wooster 
Brush Co., Wooster, Ohio, Walter 
R. Foss, vice-president and man- 
ager of sales promotion, observes 
that in South American coun- 
tries and particularly in Argen- 
tina there is an opportunity for 
American manufacturers to ex- 
pand their foreign markets. 

Mr. Foss says, “If we will 
only take a little trouble to do 
business the way they like to do 
it, which after all is not so 
radically different from our meth- 
ods, and also make a sincere 
effort to sell that market, greater 





results could be secured there 
for even less effort and expense 
than some American manufac- 
turers put forth to secure a 
greater share of their home mar- 
ket. It was interesting to note 
that the bulk of merchandise 
handled by such firms in Argen- 
tine was German goods. This 
applies especially to tools. How- 
ever, they feel that German qual- 
ity is inferior to American-made 
products. They all decidedly 
prefer American merchandise but 
would like to buy it at the Ger- 
man price, which on many items 
is considerably lower.” 

Visiting several wholesale and 





retail firms, Mr. Foss was struck 
by the same aggressive and mer- 
chandising-minded _ spirit in 
South America as is found in 
the United States. Large, fine 
and modern warehouses, well 
equipped, and striking window 
displays are much in evidence. 


BELKNAP STOCKHOLDERS 
ELECT VICE-PRESIDENTS 


Stockholders of the Belknap 
Hardware and Mfg. Co., Louis- 
ville, Ky., on May 29 elected 
Lewis Herndon, former assistant 
treasurer, and Innes W. Dobbins, 
former secretary as_vice-presi- 
dents, and named Glenn R. 
Brewer, a director to succeed 
Thomas E. Hereford, who died 
recently. 

E. A. Converse, Jr., who has 
been assistant secretary, was 
elected secretary, and Alexander 
Heyburn, was named treasurer. 
Other officers and directors con- 
tinue in their positions. 





MASBACK HDWE. HOLDS 
2ND DEALBR MEETING 


The second in a series of 
dealer meetings sponsored by the 
Masback Hardware Co., 326-330 
Hudson St., New York City, was 
held at the Diplomat Restaurant, 
Jamaica, Long Island, Wednes- 
day, May 19. Dealers from the 
company’s Long Island territory, 
including members of the Nassau 
County Hardware Dealers’ As- 
sociation, attended as well as 
manufacturers’ representatives, 
company salesmen and officers. 
H. E. Masback, vice-president, 
presided. 

W. Jardine, The Coleman 
Lamp and Stove Co., Wichita, 
Kan.; P. W. Lingener, Reming- 
ton Arms Co., Bridgeport, Conn.; 
T. J. O'Callahan, Progress Vac- 
uum Corp., Cleveland, Ohio, and 
G. Heller, Knapp-Monarch Co., 
St. Louis, Mo., addressed the 
audience and pointed out the 
salient features of their lines. 
The dealers then participated in 
a lively discussion. 





GEO. E. HOPF NOW SALES MANAGER 
FOR HENRY DISSTON & SONS, INC. 


Henry Disston & Sons, Inc., 
Philadelphia, Pa. announces 
that George E. Hopf has suc- 
ceeded Ernest Query as manager 
of hardware sales. 


GEORGE E. HOPF 


Mr. Hopf, who takes over this 
position, has been connected 
with the Disston Company for 
fourteen years—first as assistant 





to the advertising manager. In 
1928 he was made manager of 
the sales promotion department 
and in 1933 was advanced to the 
position of assistant manager of 
hardware sales. 

Prior to coming to the Disston 
Company, Mr. Hopf for nearly 
1l years was connected with the 
HARDWARE AGE. 

With this background of ex- 
perience in the hardware field, 
Mr. Hopf is qualified to assume 
the management of sales for this 
well-known manufacturer of 
saws and other hardware items. 


WISCONSIN DEALER 
OPENS NEW STORE 


E. R. Telschow opened his 
new hardware business, the E. 
R. Telschow Hardware Co., at 
Spencer, Wis., on May 22. The 
store is located in a modern two- 
story brick building, 60 feet long 
and 32 feet wide and carries 
general hardware, roofing, paint, 
etc. Mr. Telschow also plans to 
branch out into major appli- 
ances. 
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TENK HDWE. CO. STAFF 
FORMS 15-YEAR CLUE 


Sixteen members of the Tenk 
Hardware Co., Quincy, IIl., met 
at a dinner meeting recently to 
honor Otto Merold, Los Angeles, 
Cal., a former member of the 
company, and to organize a Fif- 
teen Year Club for employees of 
the company. The members of 
the club include: Rudolph Tenk, 
chairman of the club board, 52 
years; E. H. Van Steel, presi- 
dent, 36 years; W. A. Hufen- 
dick, vice-president, 36 years; 
N. B. Getty, secretary, 30 years; 
Frank Knight, sergeant-at-arms, 
29 years; A. J. Bockenfeld, 
warden, 29 years; W. C. Stahl, 
26 years; Mayme Kunkle, 24 
years; Frank Wensing, 21 years; 
M. Windsor, 21 years; George 
Schuering, 20 years; William V. 
Petri, 18 years; Charles Brooks, 
17 years; Minnie Yost, 17 years; 
George Anderson, 16 years; Ed 
Drescher, A. Bentrou, Rome 
Bergman, Art Tuffli, and E. N. 
Sandifer, 15 years; Duke Hen- 
derson, 13 years; R. L. Witz- 
leben, 11 years; O. H. Huehn, 
12 years, and Fred Massie, 10 
years. 


FRIGIDAIRE TO ENTER 
APPLIANCE FIELD 


General Motors Corporation’s 
Frigidaire Division, Dayton, Ohio, 
will extend its business into the 
general appliance field, it was 





announced recently by E. G. 
Biechler, general manager. First 
appliances to augment the di- 
vision’s domestic and commercial 
refrigeration equipment, will be 
ranges and electric washers. 
Complete lines of both products 
are in process of development 
and will go into production in 
the near future. 

E. B. Newhill, chief engineer 
and research director of the 
Frigidaire Division, has been ap- 
pointed assistant general man- 
ager, and S. M. Schweller, as- 





sistant chief engineer has been 
appointed to take Mr. Newill’s 
place. 


STERN-BROWN MOVES 
OFFICES AND PLANT 


The factory and general offices 
of Stern-Brown, Inc., manufac- 
turer of electrical appliances and 
hardware household utilities has 
been moved from 257 W. 17th 
St.. New York City, to 42-24 
Orchard St., Long Island City, 
.. ¥. 





MESSINGER TO REPRESENT 
GOODELL CO. LINE 


David S. Messinger, 1123 
Broadway, New York City, who 
for the past 15 years has rep- 
resented the Hamblin & Russell 
Mfg. Co., Worcester, Mass., in 
the Metropolitan area, now also 
represents the Goodell Co., An- 
trim, N. H., manufacturer of 
tableware and cutlery. Mr. Mes- 
singer succeeds the late E. P. 
Libby, who was associated with 
that concern as salesman and 
sales manager for 35 years. 





800 ATTEND RECORD WISCO DEALER MEET AT MADISON 


In celebration of having broken 
its sales record during 47 years 
of the past 48 months, the Wisco 
Hardware Co., dealer owned 
wholesale house, Madison, Wis., 
recently held the largest dealer 
meeting in its history at the 
Maple Bluff Country Club, Madi- 
son. About 300 persons from 
100 southern Wisconsin towns 
attended the dinner meeting and 
enjoyed the entertainment pro- 
vided. 

Addressing the meeting, J. A. 
Fitschen, Wisco’s general man- 
ager, said: “If sales increases 
continue at the same rate as in 
the past four years, that at the 
end of a ten-year period, Wisco 
would reach a total sales volume 
of approximately $16,900,000.00.” 

Mr. Fitschen pointed out that 





the sales volume mentioned is a 
part of a definite Ten Year Plan 
for increasing sales. A definite 
schedule has been established 
with 1937 Wisco sales set at 
$800,000.00 and with each suc- 
ceeding year until the tenth, 
providing for a $200,000.00 in- 
crease in sales, and with the 
tenth year having a $100,000.00 
increase as its quota. Reports 
presented at the meeting indi- 
cated that the company’s sales 
for the first four months of this 
year were $245,156.27, an in- 
crease of $36,434.95 over the 
same period of last year. April, 
1937, sales reached the highest 
peak in the history of the com- 
pany—$86,494.47, as compared 
with sales during the same month 
of last year of $75,425.85. . 





After Wisco’s president, Roy 
Beat of Mt. Horeb had welcomed 
the group of dealers and guests 
to the dinner meeting, each 
member of the board of direc- 
tors spoke briefly as did Miss 
Lelah Horning, advertising man- 
ager, and T. A. Walton, sales 
manager. A delightful musical 
program followed the meeting. 

Wisco officers are: Roy Beat, 
Mt. Horeb, president; Darwin 
Follett, Coloma, vice-president; 
P. M. Ellington, Edgerton, trea- 
surer, and J. A. Fitschen, secre- 
tary and general manager. Direc- 
tors are: F. FE. McKichan, 
Fennimore; George Horn, Ves- 
per; Henry Kozelka, Prarie du 
Chien; Paul Genin, Belleville, 
and Ray Gasser, Boscobel. 


The group of dealers and their wives, Wisco store salesmen and their wives, and guests who gathered recently at the Maple 
Bluff Country Club, Madison, Wis., for the largest dealer meeting in the organization’s history. 
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PULLMAN MFG. CO. TRACES HALF CENTURY 
HISTORY OF SPRING SASH BALANCES 


The Pullman Mfg. Co., Roches- 
ter, N. Y., is currently celebrat- 
ing its 50th anniversary. This | 
business has been located in | 
Rochester since its organization | 
in 1896 for the manufacture of 


spring sash balances. The prin- 


ciple of its product is the same | 
today at it was when first placed | 





D. M. LEWIS 


on the market but in the early 
days, the construction was of 
cast iron—heavy, cumbersome, 
and readily subject to breakage. 
Current models have been im- 
proved and refined with an all- 
pressed steel type of construction. 

Herbert G. Williams heads the 
Pullman Mfg. Co. as president 
and treasurer. He succeeded the 
late J. L. Willard who owned the 
business since the fall of 1907 
and who was president and gen 
eral manager until his death in 


| connected 
| since 1920. 





H. G. WILLIAMS 


Williams has been 
with the company 
In January, 1921, he 
was elected to the board of direc 


1936. Mr. 


| tors, being made secretary and 
| assistant treasurer, in which posi- 


tions he continued until elected 
president and treasurer in 1936. 

Associated with Mr. Williams 
is D. M. Lewis, vice-president 
and secretary. He is in charge 
of plant and production, and has 
been connected with the com- 
pany since July, 1921. 

The Pullman Mfg. Co. is now 
located in its new plant at 1170 
University Ave., Rochester. Here 
greatly enlarged and modern 
facilities will enable the company 
to meet the increased demand for 
its product. 


UNEMPLOYMENT COMPENSATION IS BEING EXTENDED 
TO COVER WIDER FIELD OF EMPLOYEES 


That the trend in State unem- 
ployment compensation _legisla- 
tion is toward extending coverage 
to small firms and toward re- 
quiring contributions from em- 
ployers only, is shown in a brief 
analysis of State unemployment 
compensation laws issued today 
by the Social Security Board. 

Of the 47 unemployment com- 
pensation laws which had been 
enacted by May 1, only 8 require 
employees to contribute to the 
State fund. In 38 States and 
Alaska the unemployment com- 
pensation fund is made up of 
contributions collected from em- 
ployers only, with the exception 
that in the District of .Columbia 
the District government also 
makes a contribution to the fund. 
In Alabama, California, Ken- 
tucky, Louisiana, Massachusetts, 
New Hampshire, New Jersey, and 
Rhode Island, contributions are 
collected both from employers 
and employees, but the employee 
contribution is usually about one- 
half that paid by the employer. 
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A tendency toward extending 
the benefits of unemployment 
compensation to as many work- 
ers as possible is indicated by 
the fact that 9 State laws provide 
for full coverage within the in- 
sured occupations. Arkansas, 
Idaho, Michigan, Minnesota, 
Montana, Nevada, Pennsylvania, 
Wyoming and the District of Co- 
lumbia have made their laws ap- 
plicable to firms with 1 or more 
employees. Arizona and Ohio 
cover employers of 3 or more 
persons; 7  states—Kentucky, 
New Mexico, New Hampshire, 
New York, Oregon, Rhode Is- 
land, and Utah—cover employers 
of 4 or more persons, and Con- 
necticut covers employers of 5 or 
more persons. The remaining 
states with unemployment com- 
pensation laws include only em- 
ployers of 8 or more, following 
a tax provision of the Social Se- 
curity Act. 


Wisconsin is already paying 
benefits to its eligible unem- 
ployed workers. In January, 








1938, 22 more states will begin 
benefit payments, and the re- 
mainder of the states will begin 
making payments later in 1938 or 
1939. The large majority of the 
states provide for benefits equal 
to 50 per cent of the worker’s 
full-time weekly wage, with a 
maximum of $15 a week and a 
minimum of $5 or three-fourths 
of the weekly wage, which ever 
is less. Two states, however, set 
a higher maximum payment— 
$18 a week in Wyoming and $16 
in Michigan—and several state: 
set the minimum payment at a 
higher figure, up to $8 or three- 
fourths of the weekly wage in 
Oklahoma. The District of Co- 
lumbia law is unique, in that 
benefits are geared to the number 
of the worker’s dependents and 
may be as high as 65 per cent 
of the former weekly wage, up 
to $15 per week. 

The analysis also shows that 
the pooled-fund type of unem- 
ployment compensation law with 
merit rating for stable employ- 
ment records is most favored by 
the states. Thirty states have 
established -this kind of system, 
and 9 additional states have 
provided for pooled funds but 
without merit rating. Wisconsin, 
the first state to enact an unem- 
ployment compensation law, and 
Nebraska, which very recently 
passed such legislation, are the 
only 2 states which have estab- 
lished employer-reserve systems. 
They provided, however, that in- 
terest earned by the reserves and 
funds remaining in terminated 
accounts are to be placed in a 
state pool and used to supple- 
ment benefits in cases where an 
employer’s reserve has run low. 
Four states—Indiana, Oregon, 
Kentucky, and South Dakota 
have employer reserve systems 
but with partial pooling, and in 
Vermont the employer may elect 
to contribute to a pooled fund 
or set up a separate reserve, as 
he chooses. 





WILBERT PRODUCTS CO. 
TO EXPAND PLANT 

In order to take care of in- 
creased sales, the Wilbert Prod- 
ucts Co., Inc., manufacturer of 
No-Rub floor wax and furniture 
polish and No-Rub shoe white 
and other items, will expand its 
production facilities in its New 
York City plant at 805 E. 139th 
St. A two-story structure will 
be erected on @ site adjoining 
the present plant. The top floor 
of the new building, fireproofed 
throughout, will be used exclu- 
manufacturing pur- 
poses, the finished products 
being run by pipe lines to filling 
equipment in the main plant. 


sively for 





NEW YORK HARDWARE FIRM 
IN NEW BUILDING 


The Weiss Trading Corp., has 
purchased a five-story and base- 
ment building at 169 Bowery, 
New York City, which is being 
renovated and modernized for 
the company’s occupancy on or 
about July 1. The Weiss Trad- 
ing Co., at present 
158 Bowery, is a wholesale and 
retail firm dealing in builders’ 
hardware, store fixtures, refrig- 
erators, and a manufacturer of 
brass metal specialties. A. S. 
Weiss, president and treasurer, 
would appreciate receiving man- 
ufacturers’ catalogs. 


located at 


GEORGE HOPF ADDRESSES 
PHILA. ASSN. MEETING 


The May 26 meeting of the 
Retail Hardware Association of 
Philadelphia, held in Stouffer’s 
Restaurant, was given over to an 
address by George Hopf, sales 
manager, Henry Disston & Sons, 
Inc., Philadelphia. Mr. Hopf in 
his talk to the members and their 
friends, quoted from his “Match 
Book of Ideas.” He gave sev- 
eral valuable pointers on how 
dealers could promote sales. 

At this meeting plans were 
also made for the association’s 
outing at the Melrose Country 
Club on July 14. 


BRIGGS & STRATTON 
ELECT VICE-PRESIDENTS 


R. W. Griffith, works manager 
of the Briggs & Stratton Corp., 
Milwaukee, Wis., has been 
elected a vice-president in charge 
of manufacturing and Edward V. 
Oehler, general sales manager, 
has been elected a vice-president 
in charge of sales. Both are new 
positions. 


HOY & CO. OF ALBANY 
A GIBSON DISTRIBUTOR 


F. E. Basler, general sales 
manager of the Gibson Electric 
Refrigerator Corp., Greenville, 
Mich., has announced the ap- 
pointment of Hoy & Co., Inc., 
Albany, N. Y., as Gibson dis- 
tributor in the Albany-Troy area. 


COLUMBIA STEEL MAKES 
CHANGES IN SALES STAFF 


J. D. Fenstermacher has been 
made manager of sales in the 
steel casting and railroad sales 
division of the Columbia Steel 
Co., San Francisco, Cal. E. S. 
Duval has become manager of 
sales and F. R. Steckler, assis- 
tant manager of sales, alloy, and 
stainless steel products. 
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B. C. NEECE APPOINTED 
GENERAL SALES MANAGER 
LANDERS, FRARY & CLARK 


B. C. Neece has been ap- 
pointed general manager of sales 
for Landers, Frary & Clark, New 
Britain, Conn., manufacturer of 
Universal electrical appliances. 
Mr. Neece became associated 





B. C. NEECE 


with the company in 1922 as a 
salesman, traveling in Illinois 
and Wisconsin. He later moved 
to New Britain to have charge of 
vacuum cleaner sales and sub- 
sequently managed sales of home 
laundry equipment, refrigerator 
and range lines before assuming 
his present position. 





HARDWARE DEALERS WIN- 
WINDOW CONTEST PRIZES 


J. B. Bockout, Jr., window dis- 
play decorator of the San Jose 
Hardware Co., San Jose, Cal., 
was awarded first prize in the 
window display contest held in 
connection with the annual ob- 
servance of Fishermen’s Week. 
Second prize was awarded to 
Louis E. Summerton for his dis- 
play in the window of Sauer’s De- 
partment and Hardware Store, 
Memphis, Tenn. Other hardware 
dealers who won prizes in the 
contest are: Harley P. Brown, 
White Hardware Co., Uniontown, 
Ala.; Wm. R. Abplanalp, D. S. 
Nevius Hardware Co., Lamar, 
Colo.; J. H. Walburn, Carpenter 
Hardware Co., Athens, Ohio, and 
the Southern Hardware & Seed 
Co., Kilgore, Tex. 


AMERICAN STEEL & WIRE 
TO MODERNIZE PLANT 


The American Steel & Wire 
Co., Chicago, will spend $4,000,- 
000 for rearrangement and re- 
habilitation of facilities of its 
Cuyahoga Works. The principal 
output at that plant consists of 
rods, wire, cold rolled strip and 
stainless steel. The cold roll de- 








partment is the one which will be 
improved under the present ap- 
propriation. 

The program calls for modern- 
izing the mill through introduc- 
tion of more economical methods 
of production and _ handling, 
scrapping of old equipment and 
installation of the most modern 
machinery for this type of work. 
When the program is accom- 
plished, the plant will have some- 
what greater capacity than was 
available previously. 


B. F. EVERROAD HONORED 
ON 75TH BIRTHDAY 


When B. F.Everroad, Vonnegut 
Hardware Co., Indianapolis, Ind., 
attained his seventy-fifth birth- 
day, last month, he found that 
executives and employees of the 
company had remembered the 
occasion. Mr. Everroad’s desk 
was laden with flowers and con- 
gratulatory letters and telegrams. 
He has been a hardwareman fo 
fifty years, thirty-seven years of 
that time as a member of the 
Vonnegut organization. A few 
months after he joined the com- 
pany he was made manager of 
the household department and 
about five years ago was ap- 
pointed buyer for that depart- 
ment. 

MAHONEY HARDWARE 

IN NEW STORE 


The D. J. Mahoney Hardware 
store formerly located on River 
St., Bradford, Mass., has been 
moved to a new store room at 
109 South Main St., that city. 
The new location has been re- 
modeled and renovated with a 
front of black Carrara glass. A 
large lot in the rear of the build- 
ing is reserved as a_ parking 
space for customers’ cars. 





CONGRESS SANCTIONS 
STATE MINIMUM 
WAGE PACTS 


By a joint resolution of both 
Houses of Congress (H. J. Res. 
321) introduced by Mr. C. W. 
Tobey, of New Hampshire, that 
body is asked to approve an 
agreement on uniform conditions 
of employment, particularly with 
regard to minimum wages, rati- 
fied by the Legislatures of Massa- 
chusetts, New Hampshire and 
Rhode Island but signed, also, 
by delegates from Maine, New 
York and Pennsylvania. It ap- 
proves at the same time future 
Interstate agreements of the kind, 
specifying the mode of procedure 
by the States. 

The only mention of minimum 
wages is in Title III where it is 
forbidden to pay a woman or 
minor under two years of age an 
unfair oppressive wage. The 





State administrative authority is 
given mandatory and punitive 
powers in the original document 
signed by the States and now to 
be approved by this resolution. 


Cc. M. YOUNG HEADS 
WIRE FIRM 


The L. A. Young Spring and 
Wire Corp., Detroit, Mich., has 
announced the election of C. M. 
Young as president of the com- 
pany. L. A. Young has relin- | 
quished his duties as president | 
and general manager but con- | 
tinues as chairman of the board. | 
The corporation makes automo- | 
bile cushions and_ back-spring 
construction, mechanical springs 
of all kinds, and diversified wire 
products. In addition to Mr. 
Young’s election to the presi- 
dency, C. E. Platt and T. D. 
Stewart have been elected direc- 
tors. 





M. B. PRICE ASSOCIATES 
IN NEW OFFICES 


M. B. Price Associates have 
opened new offices and display 
rooms in the Empire State Bldg., 
New York City, on the thirty- 
third floor, where the Arrco 
Playing Card Co. line, the 
Owens-Illinois Can housewares 
and premiums division and the 
Owens-Illinois Glass resale di- 
vision items, are displayed. 

Special fixtures have been 
designed to set off each line in 
the most suitable fashion, as it 
would be displayed by the re- 
tailer. The general color scheme 
is maroon and gray. A feature 
of the decoration is the use of 
glass brick. 


FINDEISEN, SALES MGR. 
OF AMERICAN FORK & HOE 


John O. Findeisen has been 
appointed general sales manager 
of The American Fork & Hoe 
Co., 1623 Euclid Ave., Cleveland, 
Ohio. Mr. Findeisen was for a 
number of years connected with 
the Philadelphia plant of the 





J. O. FINDEISEN 


company but in recent years has 
been located in Cleveland in the 
general offices of the company. 
This appointment is in addition 
to the reorganization of the sales 
department and was announced 
shortly after the first of the year. 


1938 CONVENTION OF 
NEW YORK STATE ASSN. 
The New York State Retail 

Hardware Association will hold 
its annual convention and ex- 
position at the Hotel Statler, 
Buffalo, N. Y., Feb. 8, 9, and 10, 
1938. John B. Foley, 510 Hills 
Bldg., Syracuse, N. Y., is secre- 
tary of the association. 





ALBERT J. PFEIFFER 


Albert J. Pfeiffer, manufac- 
turers’ agent of 103 E. 47th St., 
Indianapolis, Ind., is sailing 
from New York on June 23 on 
the Queen Mary for a _ two 
months’ tour of Europe. He will 
visit England, Holland, Germany, 
Switzerland, Italy, and France 
and accompanying him will be 
Mrs. Pfeiffer and their daugh- 
ters, Jane and Joan. 

Mr. Pfeiffer represents several 
well-known cutlery firms and 
travels throughout Indiana, Ken- 
tucky, Arkansas, Texas, Mis- 
souri, Kansas, Oklahoma, Colo- 
rado, New Mexico, Utah and 
Arizona. While in Europe, he 
plans to visit several cutlery fac- 
tories in Germany and elsewhere. 


TO TOUR EUROPE 





ALBERT J. PFEIFFER 





RUSSIAN ORGANIZATION WISHES MFRS. CATALOGS 


Metallocombinat, Turgenev- 
skaja, Ploschad, d, 2/4, Moscow, 
U.S.S.R., would like to receive 
catalogs from manufacturers of 
window, door, closet, spring, and 





table hinges; trunk, suitcase, 
keyless locks and padlocks; win- 
dow and door hardware; shoe 
eyelets, and electric cigar light- 
ers. 
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BRIEF ITEMS 


OF INTEREST 


TO THE HARDWARE TRADE 








ALABAMA 


The Southern Hardware Store, 
Jasper, Ala., formerly located on 
Third Ave., has moved to a new 
location in the Earl Lynn Bldg., 
on West 19th St. 





FLORIDA 
The Hill Hardware Co., San- 


ford, Fla., is moving into new 
quarters in the Bishop Block, 
following alterations of the store 
front and interior. Some new 
display units are being installed 
in the new quarters. 





GEORGIA 
The Smith Hardware Co., 


Waycross, Ga., recently com- 
pleted remodeling of its store. 





Fondren Mitchell recently pur- 
chased control of the business of 
the Thomasville Hardware & 
Supply Co., Thomasville, Ga. 


KENTUCKY 
G. G. Wood has opened a 
hardware, implement, seeds, 


feeds, and general merchandise 
store at Carrollton, Ky. 





MASSACHUSETTS 


The National Hardware Co. 
has been opened at 230 Main 
St., Worcester, Mass., with lines 
of general hardware, builders’ 
hardware, carpenters’ tools, elec- 
trical supplies and appliances, 
wall paper, and paints. 





MINNESOTA 


The Hauger Hardware store, 
operated by Edwin Hauger, is 
now located in a new building 
on South First St. Montevideo, 
Minn. 


NORTH CAROLINA 


The Ideal Paint and Hardware 
Co., West Asheville, N. C., has 
opened for business in its new 
store at 729 Haywood Rd. The 
store carries lines of general 
hardware, paints, sporting goods, 
farm implements, garden tools, 
and housewares. S. J. Fortune 
is president and general manager 
of the company. 





OHIO 


Fisher Hardware Co., R. R. 1, 
Rockford, Ohio, has purchased 
the business of the Smith & Son 
Hardware Co., Chattanooga, 
Ohio. The store will be known 
as the Fisher Hardware & Im 
plement Store with the address, 
Chattanooga, Ohio, Rockford, 
Ohio, R. R. 1. 
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G. F. Howell, who for the past 
29 years has been engaged in the 
hardware business at Waynes- 
field, Ohio, has sold his store 
to M. D. Weygandt. 





Crobaugh Hardware, S. Wash- 
ington St., Tiffin, Ohio, recently 
held its formal opening. 





W. W. Capron of Winchester, 
Ind., has purchased the King 
Hardware store at College Cor- 
ner, Ohio. 








FRED H. STRAUB 
Fred H. Straub, 66, Evansville, 


Ind., hardware dealer, passed 
away recently in his home in 
that city. Well liked, by all who 
knew him, Mr. Straub had de- 
voted fifty-two years of his life 
to the retail hardware business 
which his father had founded in 





FRED H. STRAUB 


1858. Mr. Straub is survived by 
his brother and partner Theodore 
G. Straub, Mrs. Straub, a daugh- 
ter and two sisters. 

Had he lived Mr. Straub would 
have been made a member of 
the Harpware Ace Fifty Year 
Club. The sketch of his career 
which was already for publica- 
tion, June 3 issue, read as fol- 
lows: “FRED H. STRAUB, 
Evansville, Ind., senior partner 
in the retail hardware firm of 
Fred P. Straub & Co., has been 
active in the same store since 
1884. Mr. Straub was a boy of 
fourteen when he entered the 
employ of his father, who had 
established the store in 1858. He 
and his brother have continued 
the family business in the same 
building in which their father 
founded the store. “I was prac- 
tically born in a hardware store 








OKLAHOMA 


The Lambuth Hillery Hard- 
ware has been opened at Wau- 
rika, Okla. 





C. O. Butler has purchased the 
hardware store of H. L. Ray at 
Waurika, Okla. 





PENNSYLVANIA 
Clair D. Snyder and Miss 


Ernestine Perry have purchased 
the stock of the McEwen Hard- 
ware store at New Bethlehem, 


OBITUARY 


and have always found it an 
interesting business with some- 
thing new turning up every day,” 
says Mr. Straub. Although he 
has always been interested in 
the welfare of his community he 
has devoted his entire career to 
his business activities. His family 
and baseball are his chief in- 
terests in life.” 


CHARLES L. TITUS 


Charles L. Titus, Boston, 
Mass., a sales representative for 
Sargent & Co., New Haven, 
Conn., for the past 34 years, 
passed away June 3. He covered 
a part of New England and the 
Maritime Provinces. His widow 
survives. 


GEORGE L. CURTISS 


George L. Curtiss, sales man- 
ager for The Southington Hard- 
ware Co., Southington, Conn., 
passed away May 27, following 
a brief illness. Mr. Curtiss had 
been sales manager of The 
Southington Hardware Co. since 
1915. His widow and two sisters 
survive. 


HUGH TOLLESON 


Hugh Tolleson, 47, vice-presi- 
dent, Amarillo Hardware Co., 
Amarillo, Tex., passed away re- 
cently after a six months’ illness. 
Mr. Tolleson came to Amarillo in 
1901. For the past 31 years he 
had been associated with the 
Amarillo Hardware Co., starting 
with that concern as a helper at 
the age of 15. 

Mr. Tolleson was widely 
known throughout Texas and 
national hardware circles. He 
was a director of the Amarillo 
Chamber of Commerce. His 
widow, two sons, Jum Frank and 
John Hugh, and two daughters 
survive. 








Pa. Both were employes of the 
McEwen store and will continue 
the business as The S-P Co. 





V. F. Billman has purchased 
the Fritz Hardware store, Sha- 
mokin, Pa. 


VERMONT 
Duncan P. Noyes and son 
Oliver of Henniker, N. H., have 
purchased the hardware business 
of A. L. Field on Canal St., 
Brattleboro, Vt. 








GEORGE CAVERHILL, SR. 


George Caverhill, Sr. 79, 
president of Caverhill, Learmont 
& Co., Ltd., wholesale hardware, 
Montreal, Canada, and promi- 
nent Montreal industrialist, died 
June 6 at his home in the city. 
He had been in poor health re- 
cently. 

Mr. Caverhill became associ- 
ated with his father’s hardware 
business in 1877, then known as 
Crathern & Caverhill, and which 
was founded in 1837. In 1897 Mr. 
Caverhill, with his brother and 
J. B. Learmont and T.H. Newman, 
organized the present company. 
Mr. Caverhill was also connected 
with many industrial and finan- 
cial organizations of Canada and 
was a past-president of the 
Montreal Metal and Hardware 
Association. 


KARL KENDIG 


Karl Kendig, 66, executive 
vice-president of the National 
Tool Co., Cleveland, Ohio, died 
recently from a heart attack suf- 
fered at his home in Akron, Ohio. 
His widow, a son, and four 
daughters survive. 





HENRY HILL 


Henry Hill, 54, manager of the 
Evans Hardware Store, East 
Main St., Nanticoke, Pa., passed 
away May 31, of meningitis fol- 
lowing sinus trouble. His widow 
and a son and daughter survive. 





ALONZO A. WEST 
Alonzo Alfred West, 71, a 


hardware merchant and master 
plumber in Malden, Mass., for 
half a century, passed away re- 
cently after a long illness. Mr. 
West began his hardware career 
in 1884 with the hardware store 
of Adam Cook in Malden. When 
that concern was succeeded by 
the Malden Hardware Co., Mr. 
West became manager, later pur- 
chasing the firm. His widow sur- 
vives. 


HARDWARE AGE 








a ae) ee 


a ae 


— 


a 


ae ee ee ee ee ee ee, el 








I | 


inue 


ased 


Sha- 


son 
lave 
ness 


=. 


ont 
are, 
ymi- 
lied 
‘ity. 


oci- 
are 
| as 
‘ich 
Mr. 
and 
an, 
ny. 
ted 


an- 








THE LAMSON & SESSIONS CO. HONORS 12 MEN 
WITH SERVICE RECORDS TOTALING 650 YEARS 


In honor of 12 men who have 
been employed continuously for 
50 years or more, The Lamson 
& Sessions Co., 1971 W. 85th 
St., Cleveland, Ohio, manufac- 
turer of bolts and nuts, on June 
5 tendered a testimonial dinner 
for about 300 employees and 
other guests at the Hotel Cleve- 
land. 





JOHN G. JENNINGS 


The twelve employees with 
half-century records of continu- 
ous service have worked for the 
company for a total of 650 years, 
or an average of 54 years each. 
Six have been employed for 50 
years and the six others have a 
total service record of 349 years: 
Included in this latter group is 
John G. Jennings, chairman of 
the board, whose service record 
is now 54 years. Louis Brown, 
machinist, heads the list with 67 
years of service. He some time 
ago won the Ohio State title of 
longest employed in the service 








of one company. Length of 
service of other employees with 
service records exceeding 50 
years ranges from 65 to 59 years. 
There were also present at the 
dinner six pensioned former em- 
ployees who had worked for the 
company from 50 to 57 years and 
seven now on _ pension 
service records range from 42 to 
49 years. 

In the group of men whose 
records range from 25 to 50 years 
are George S. Case, president, 
with 33 years, and I. L. Jen- 
nings, vice-president, with 30 
years. Seventy others at the din- 
ner had records of continuous 
employment with The Lamson & 
Sessions Co. ranging from 25 to 
49 years, as well as others who 
had been employed by the com- 
pany 15 years or more, and ju- 
nior members of the organization 
in point of service. 

Gold medals were presented to 
those men having 50 years or 
more of service and silver med- 
als to employees having 25 years 
or more of service with the 
company. 


whose 











B. M. HIATT SALES MGR. IRWIN AUGER BIT CO. 


B. M. Hiatt was appointed 
sales and advertising manager of 
the Irwin Auger Bit Co., Wil- 
mington, Ohio, on March Ist, 
1937. Mr. Hiatt started with the 
Irwin Auger Bit Co. in 1914, 
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B. M. HIATT 
specializing in factory produc- 
tion work at first. Later he 
called on the wholesale trade 
and was sales manager until 
1930. Since that time he has 





made dealer surveys in nearly 
every State in the Union and is 
familiar with the problems of 
many local hardware dealers. 

In being reappointed as sales 
manager, Mr. Hiatt brings to his 
position a background of long 
acquaintance with wholesale 
policies and retail merchandis- 
ing requirements. 


NEW S. CAROLINA STORES 


The old Carter Hardware Co., 
533-555 Poplar St., Macon, Ga., 
was recently re-opened by the 
Farmers’ Hardware & Supply 
Co., Inc. R. Tamp Cline is presi- 
dent of the new company. The 
building is being renovated and 
the company is handling general 
hardware as well as farm and 
orchard supplies. 


The Carolina Hardware Co., 
Sumter, S. C., is a new business. 
Its officers are: J. D. Dinks, 
president and treasurer; W. D. 
Raffield, vice-president, and R. T. 
Holland, secretary. 





SIMPLIFIED PRACTICES FOR FORGED AXES, 
HAMMERS AND HATCHETS ACCEPTED BY INDUSTRY 


Revisions of simplified prac- 
tice recommendations covering 
forged axes, forged hammers and 
forged hatchets have been ac- 
corded the required degree of ac- 
ceptance by the industry and are 
to become effective June 15, 
according to announcements by 
the Division of Simplified Prac- 
tice of the National Bureau of 
Standards. All of the recom- 
mendations were originally ef- 


fective July 1, 1935. 





The revised recommendations 
covering forged axes will be 
identified as Simplified Practice 
Recommendation R158-37, while 
the recommendation as to forged 
hammers will be known as Sim- 
plified Practice Recommendation 
R159-37 and the recommendation 
regarding forged hatchets will be 
identified as Simplified Practice 
Recommendation R160-37. 

The recommendation covering 
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Lamson & Sessions men for over half a century. Standing: Wm. J. Stevenson, 56 years; Bernard Sherry, 
57 years. Seated: Geo. Dennerle, 56 years; Alfred B. Bower, 59 years; Louis Brown, 67 years. 
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forged axes lists patterns, range 
of weights and grades for single- 
bit, double-bit, and miscel- 
laneous types of axes. The 
current revision effects a net re- 
duction of 13 sizes, or 24 per 
cent of the sizes previously listed. 
The recommendation covering 
forged hammers lists required 
grades, styles and weights of 
handled hammers for all pur- 
poses. The current revision ef- 
fects a net reduction of 13 sizes, 
or 7 per cent of the sizes pre- 
viously listed. The recommenda- 
tion covering forged hatchets 
lists grades, kinds and sizes of 
handled hatchets for all purposes. 
The current revision effects a net 
reduction of 15 sizes, or 11 per 
cent of the sizes previously listed. 

Until printed copies are avail- 
able, complimentary mimeograph- 
ed copies of these Simplified 
Practice Recommendations may 
be obtained from the Division of 
Simplified Practice, National Bu- 
reau of Standards, Washington, 
D. C. 


NEW FIRM 
The Bailey Hardware Co., 


Dayton, Tenn., has been suc- 
ceeded by the Abel Hardware & 
Implement Co., with J. M. Abel, 
manager of the old store in 
charge. 
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Biddle Purchasing Co. Has Aided Buyers 
in Meeting Chain Store Competition, 
Says Recent Federal Trade Commission Brief 


The 98-page brief, prepared by the Commission's attorneys, 
urges the Commission to issue an order for the company to 
cease and desist its practice of fully crediting buyers with 
brokerage fees, ranging from 1 to 5 per cent, as this is said to 
be an alleged violation of the Robinson-Patman Act. The pro- 
ceedings involve the company’s grocery firm subscribers. 


Government attorneys who pre- 
pared the brief of the Federal 
Trade Commission’s proceedings 
against the Biddle Purchasing 
Co., purchasing agents, 107 
Chambers St., New York City, 
expressed their opinion, through 
the text of the brief, that the 
company has better enabled 
more than 2,400 buyers to meet 
the competition of great national 
chain stores. The brief of 98 
pages, was the first such docu- 
ment to be prepared by the gov- 
ernment in a proceeding insti- 
tuted by the Federal Trade 
Commission under the brokerage 
clause (See p. 31, April 22, 1937, 
issue of Harpware AcE) of the 
Robinson-Patman act. 

The brief, which was ap- 
proved by William T. Kelley, 
chief counsel of the Commission, 
was prepared by trial attorneys: 
Allen C. Phelps, and Albert 
W. Chapman. It is expected that 
the case will go to the Commis- 
sion for decision before Aug. 1. 
Hearings on it have already been 
held in Washington, Chicago, 
and New York. 

The government’s proceeding 
was brought against the company 
and thirteen other grocery firms, 
seven of which were chosen as 
representative of the 2,400 buy- 
ers, with whom the company 
transacts business, and six se- 
lected as representatives of the 
more than 5,000 sellers who op- 
erate through the concern. 

It was found, according to the 
brief, that “The evidence indi- 
cates that through the activities 
of the respondent Biddle Pur- 
chasing Company, respondent 
buyers and other buyers are bet- 
ter enabled to meet the competi- 
tion of the great national chain 
stores. 

“The evidence indicates that 
respondent buyers and _ other 
buyers value highly the services 
of the respondent purchasing 
company, notwithstanding the 
fact that some of such buyers 
are satisfied to receive the mar- 
ket information service alone and 
do not take advantage of their 
rights under their contracts to 
make use of the purchasing ser- 
vices of respondent Biddle Pur- 
chasing Company. 

“A majority of respondent Bid- 
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dle Purchasing Company’s gro- 
cer subscribers, who are whole- 
salers, sponsor a_ so-called 
voluntary chain of retailers and 
testified to the material assis- 
tance which has been given to 
them by respondent Biddle Pur- 
chasing Company in meeting 
competition from the national 
corporate chain stores.” 

It was held in the brief that 
there was no question but that 
he company fully credited buy- 
ers with its brokerage fees, 
ranging from 1 to 5 per cent, 


KNAPP-MONARCH SENDS TRAILERS ACROSS COUNTRY 





and the commission was there- 
fore urged to issue a cease and 
desist for this alleged violation 
of the Robinson-Patman Act. 

the attorneys 


Inasmuch as 


stated that it was not within 
their province to discuss the 
constitutionality of the act, it 


was expected that when and if 
the commission issues such an 
order, the respondents, namely, 
the company, or one of the firms 
named in the proceeding, will 
go immediately into the courts 
to put the constitutional issues 
which have been raised to a test. 

Naturally, as the views ex- 
pressed in the brief reflect only 
the views of the commission’s 
attorneys the company’s state- 
ment will be made in the re- 
spondent’s brief which will be 
filed on or before June 23, 1937. 














The Knapp-Monarch Co., St. Louis, Mo., has a fleet of trailers 
of the type shown—built to its specifications—to display and 
demonstrate its full line of electrical appliances. These trailers 
travel from coast to coast, keeping in direct touch with all whole- 
salers and aiding the Knapp-Monarch salesmen in showing the 
complete K-M line of electrical appliances to its distributors. 














GALLAHER ADDRESSES 
HARDWARE BOOSTERS 


“What’s taking place and 
where are we going?” asked E. 
B. Gallaher, treasurer, Clover 
Mfg. Co., and editor, Clover 
Business Service, both of Nor- 
walk, Conn., in an address on 
current legislation and business 
conditions at the May 28 meet- 
ing of the Hardware Boosters 
held at Ivan Frank’s Hofbrau, 
1680 Broadway, New York City. 


E. B. GALLAHER 


Mr. Gallaher opposed the Wag- 
ner law as more powerful and 
far-reaching than the provisions 
of the one-time N.R.A., and said 
that all anyone can do about 
that law is to talk about it. 
With the administration fixing 
hours and wages, it later will fix 
prices, he held. He deplored the 
fact that much current legisla- 
tive thinking tends toward the 
tearing down of the American 
capitalistic system of business. 

President Robert L. Ham- 
mond, Bunting Brass & Bronze 
Co., introduced George H. Grif- 
fiths, president, HARDWARE AGE; 
W. R. Paxson, Nassau Suffolk 
Lumber & Supply Co., Amity- 
ville, N. Y., and Edward F. 
Daily, Brooklyn, N. Y., hardware 
dealer, to the members. Mr. 
Griffiths urged hardware men to 
do more thinking about business. 
There are today, he stated, too 
few motors but plenty of trailers. 

John G. Wilcox, circulation 
manager, HARDWARE AGE, was 
elected a member of the Boost- 
ers. 

Members of the Boosters de- 
cided that Friday, July 16, 
would be a good date for the 
annual fishing party. Full details 
on the party will be sent to 
members at a later date. 


HARDWARE AGE 
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Silverware prices—Distribu- 
tors have been advised of an ad- 
vance of approximately ten per cent 
on July Ist, affecting Community 
Plate and Tudor Plate silverware, 
which up to this time have not been 
advanced enough to cover actual cost 
increases. Sales of silverware have 
been helped greatly by the promo- 
tion of complete sets, attractively 
priced, and sales of the popular 
brands and patterns are making 
steady gains. 

* & 

Electrical Applianees—With 
a temporarily steady price situation, 
May sales have kept as well ahead 
of last year as in the earlier months, 
and manufacturers have been hard 
pressed to keep jobbers satisfied 
with their somewhat slow shipments. 
Electric fans are selling at better 
than last year’s rate. Manufacturers 
report trouble in getting materials, 
and are usually filling orders piece- 
meal. There is already some short- 
age in the stocks of distributors who 
had not made increased provision 
ahead of time. 

* © *# 

Eveready flashlight cases were 
advanced slightly by the National 
Carbon Co., on June Ist, averaging 
perhaps five per cent. Three types 
of batteries, not staple sellers, were 
affected, but the most popular bat- 
tery numbers remain unchanged. 

* & 


Paper products — Continued 
rise in the material costs has led to 
advanced quotations on all forms of 
paper, including building and 
wrapping paper, as well as stationery 
lines. The increasing use of rayon 
fabrics is drawing heavily upon 
many of the same materials as used 
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HARDWARE Business? 
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ADVANCES EFFECTIVE 


Community & Tudor Plate Sil- 


ware. 
Eveready Flashlight Cases. 
Paper Products. 
Three Types of Eveready Flash- 
light Batteries. 
Household Brushes. 
Push & Stable Brooms. 
Asbestos Wick & Rope Packing. 
Coal Sieves. 
Some Screen Door Catches. 
Carpenters’ & Mechanics’ 
Aprons. 
Some Miller Falls Tools. 


Stove Pokers & Lifters. 

Replacement Glass Door Knobs. 

Mouse & Rat Traps. 

Some Screen Door Grilles. 

Wood Hand Screws. 

Wood Jacket Oil Cans. 

Manual Training Benches. 

Some Quality Garbage & Ash 
Cans. 

Flexible Steel Door Mats. 

Several Makes Of Screw Plates, 
Taps, Ete. 

Brass & Copper Sheets, Wire & 
Rods. 


DECLINES EFFECTIVE 


Some Makes Of Sash Cord & 
Clothes Line. 


in paper making, and continued high 
costs seem to be in prospect for an 
indefinite time. Some of the larger 
makers of rosin-sized building or 
sheathing paper have been weeks or 
months behind with their orders, 
and when accepting new business, 
do so only with the provision that 
deliveries must be indefinite, and 
that price in effect at time of ship- 
ment will rule. 


* * * 


Traps and trapping—With 
fur wholesalers reporting a rate of 
demand and sales promising to ex- 
ceed any previous year in the indus- 
try’s history, trappers are assured of 
an unusually good year. Makers of 
steel traps have been able to keep 
up fairly well with their increased 
demand so far, but jobbers are 
building stocks for the fall with 
every confidence that a scarcity will 
be manifest before the season is 


Turpentine. 


over. Sales of fur farm equipment 
of all sorts, including fencing and 
netting, are booming. 

% & & 

Sports equipment—Dealers 
report that interest in tennis has 
made great strides. Manufacturers 
of equipment are behind with orders, 
and jobbers report some difficulty in 
keeping up stocks. Sellers of golf 
goods find this season a demand for 
better qualities than in any recent 
year. Baseball sales have been doing 
relatively well, but the sharper gain 
in sales of softball equipment re- 
flects the fast growing popularity of 
this game. In many sections softball 
has outrun the old-time interest in 
the hard-ball game. 

* % * 

Brooms and brushes—House- 
hold brushes have been advanced, 
varying from 14% to 11 per cent, 
but with the average increase on 
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scrub brushes and the staple styles 
of closet, kitchen and bottle brushes 
running about five per cent. Jobbers 
feel that this increase, which had 
long been expected, was unavoid- 
able, for costs of all materials and 
labor had been advancing for several 
months, with no increase in brush 
quotations for about a year. The 
new prices are felt to be very con- 
servative. An advance also has been 
put into effect on push and stable 
brooms, both with fibre and with wire 
bristles, and averaging ten per cent. 
* * * 

Plumbing equipment—Manu- 
facturers and jobbers alike are ex- 
periencing great activity in sales of 
all leading items of plumbing 
equipment. Sales of bath tubs and 
other fixtures have increased about 
25 per cent over the rate of early 
1936, and the better qualities are sell- 
ing now as freely, or more so, than 
the standard grades which repre- 
sented the only effort of the aver- 
age hardware store in their earliest 
“try” at the plumbing game. The 
dealer may now compete both in 
modern quality and in price, with 
other outlets who are bidding for 
consumer interest. Asbestos wick 
and rope packing were advanced by 
some manufacturers, June lst, ap- 
proximately ten per cent. Price 
trends in general are firm or higher 
on practically all items in the 
plumbing and heating field 


* * * 


Builders hardware—In this 
department, hardware dealers report 
the same trend toward better qual- 
ities and_ generally satisfactory 
profits. Sales are moderately ahead 
of last spring. Recent small price 
changes include 25 cents per dozen 
pair on replacement glass door 
knobs, and about 15 per cent on 
some lines of screen door catches. 
The Logan Company and others 
have advanced screen door grilles, 
effective May 25th, about ten per 
cent. 

* * * 

Housewares —— Manufacturers 
have put through an advance of 
about ten per cent on wood jacket 
oil cans, and have withdrawn pre- 
vious freight allowances. A recent ad- 
vance by some makers is reported, 
averaging ten per cent on the better 
qualities of galvanized garbage 
cans, and fifteen per cent on heavy 
ash cans. An advance on coal sieves 
has been reported averaging about 
six per cent from one of the leading 
makers. Some manufacturers of 
stove pokers and lifters are with- 
drawing all prices, effective June 
Ist, advising their trade that ad- 
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vances are being figured. Flexible 
steel door mats have been advanced 
about ten per cent. Higher prices 
were announced by leading manu- 
facturers of mouse and rat traps on 
June Ist, to be in effect on June 
20th. The increase is said to aver- 
age about five per cent, with va- 
riations on different patterns. 


* * * 


Sash cord and clothes lines— 
Following some weakness and fluct- 
uation in the cotton market, re- 
duced prices have been put out by 
certain mills on sash cord. ranging 
up to three cents per pound, and 
on braided clothes lines, up to $3.00 
per gross. These considerable 
changes are due as much to a com- 
petitive situation among the manu- 
facturers, as to actual recent sav- 
ings in costs. It is expected that a 
partial recovery may ‘be the next an- 
nouncement. 

* * * 


Tool lines—Advances pre- 
viously announced have led to a gen- 
erally steady price situation on tools, 
with few changes now being re- 
ported. Millers Falls Company have 
advanced their prices on_ spiral 
ratchet screw drivers, also on ship 
auger bits and ship augers about 
ten per cent. From other sources 
comes an advance of ten to fifteen 
per cent on wood hand screws and 
manual training benches. An aver- 
age advance of $1.00 per gross on 
carpenter’s and mechanic’s aprons 
is announced by one leading manu- 
facturer. New discount sheets are 
coming out from some makers of 
screw plates, taps, stocks and dies, 
with an average mark-up of ten per 
cent. 
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Copper and brass—Prices on 
brass and copper products have 
steadied again during the past sev- 
eral weeks. Ingot copper has ap- 
parently firmed itself at the 14 cents 
per pound wholesale level, com- 
pared with 914 cents a year ago, 
and 17 cents at the March specula- 
tive peak. Higher labor costs 
brought an advance of 14 cent per 
pound on brass and copper sheets, 
wire and rods late last month; brass 
pipe and copper tubing were not 


affected. 
* * * 


Paint lines—The only recent 
price change reported has been a 
two cents per gallon decline in tur- 
pentine on June 4th. Prices on paints, 
varnish and lacquer products are 
holding steadily at the advance put 
out some weeks ago, and distributors 
seem satisfied that quotations are 
favorable, with further changes 
more likely to be upward than 
downward. Retailers report active 
paint sales direct to householders 
and individuals. Apparently the high 
wage scales paid to skilled painters 
have forced many owners into 
supplying their own materials, and 
doing their own painting and dec- 
orating. 

* * * 


News of retailing—Notwith- 
standing factors of interference in 
several sections, retailing for June 
maintains a moderate gain over the 
same month of last year. Neither 
May nor June are keeping up to the 
earlier rates of increase, but for 
reasons apparently not connected 
with the willingness or ability of 
the people to buy. Strike disturb- 
ances in several sections have 
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slowed retailing; in other neigh- 
borhoods warm weather was several 
weeks late in making an appear- 
ance. There is some, though slight, 
comment that buyers are cautious 
because of higher prices, and more 
inclined to wait and take advan- 
tage of special sales. On the other 
hand, buying habits nowadays are 
very forthright. There is not so 
much shopping around, and very lit- 
tle haggling over prices. Few shop- 
pers leave a store without making 
the intended purchase, and the mod- 
ern retail habit of group display 
for allied or seasonable lines is re- 
sponsible for considerably increas- 
ing the average purchase by each 
visitor. 
* * * 

Retailers are now finding 
their greatest activity in mowers, 
garden and lawn tools and paints, 


together with sports and outing 
equipment, porch and lawn furni- 
ture, and summer glass ware. Trade 
on tools, kitchen utensils and staple 
shelf hardware is quieter, Even in 
the farming communities the sales 
gains on sporting and outing goods 
are outrunning the showings on nor- 
mal or every-day hardware. Judged 
by the increase in the ‘purchasing 
power of farmers and_ industrial 
workers, retail prospects for the re- 
mainder of the year appear very 


satisfactory. 
+ * 


Exports of hardware and al- 
lied products from the United 
States in March, 1937, were valued 
at $4,067,657, an increase of $1,282.- 
295 over shipments in March, 1936, 
or about 46 per cent increase, and 
compared with February of this 
year an increase of $654,352, was 





WHOLESALE HARDWARE COLLECTIONS 


DALLAS—-The ratio of wholesale 
hardware collections during April, 
1937, to accounts and notes out- 
standing on March 31, 1937, was 
53.8 per cent. 


ATLANTA—The wholesale hardware 
collection ratio in April, 1937, was 
49.6 per cent, as compared with 43.4 
per cent in April, 1936. 


NEW YORK—tThe per cent of whole- 
sale hardware charge accounts out- 
standing on March 31, and collected 
in April was 40.8 per cent in 1936, 
and 37.7 per cent in 1937. 


RICHMOND—The percentage of 
April 1, 1937, wholesale hardware 
receivables collected during the 
month was 52.5 per cent. 


PHILADELPHIA—tThe ratio of collec- 
tions to receivables in April, 1937, 
was 53, in March, 1937, was 53 and 
in April, 1936, was 48. 


CHICAGO—The per cent of change 
from April, 1936, in wholesale hard- 
ware accounts outstanding was plus 
26.3 per cent and collections were 
plus 33.9, while the ratio of accounts 
outstanding to net sales was 159.3. 


ST. LOUIS—Reports relative to col- 
lections during April showed little 
change as contrasted with earlier 
months in the year. Representative 
interests reported on April collec- 
tions as follows: good, 44.5 per cent; 
fair, 44.0 per cent; excellent, 4.5 per 
cent, and poor, 7.0 per cent. 


CLEVELAND — General wholesale 
collections were reported as hold- 
ing up very well. 


MINNEAPOLIS — Wholesale hard- 
ware accounts and notes receivable 
on April 30, 1937. were plus 8 per 
cent as compared with the same 
date of last year. 





Per Cent of Increase or Decrease in 1937 Per Cent of Increase or Decrease in 1937 


Wholesale Hardware SALES 
With Corresponding Months of 


(National Averages.) 
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as Compared Wholesale Hardware STOCKS as Compared 
1936. With 


Corresponding Months of 1936. 
(National Averages.) 








realized, according to preliminary 
figures compiled in the metals and 
minerals division, Bureau of For- 
eign and Domestic Commerce. Ex- 
ports of hardware and allied prod- 
ucts for the first quarter of 1937 
were valued at $10,867,694—an in- 
crease of $3,099,567 or nearly 40 
per cent over shipments of $7,768,- 
127 in the first quarter of 1936. 


* %*+ * 


Strikes at plants of three ma- 
jor steel companies have caused no 
further reduction in the aggregate 
volume of ingot output, says the 
June 10 market summary of The 
Iron Age. On the contrary, there 
have been gains at some unaffected 
plants, bringing the estimated aver- 
age for the country to 78 per cent, 
a slight rise over last week. At 
Youngstown the rate remains at 45 
per cent, and Chicago is unchanged 
at 63 per cent, but a rise of one 
point has occurred in the Cleve- 
land-Lorain district, and there have 
been gains also in the south, in 
southern Ohio and at St. Louis. The 
Buffalo district is virtually unaffect- 
ed by strike. Had it not been for 
strikes in the last week of May, 
that month’s steel ingot output 
would have surpassed the all-time 
record of 5,286,246 gross tons in 
May, 1929. As it was, the May total 
of 5,153,559 tons was only 132,687 
tons below that figure and only 63,- 
067 tons below the March total, 
which, except for May, 1929, was 
the highest on record. 

The strikes have caused surpris- 
ingly little change in market con- 
ditions in the steel industry. Only 
a negligible amount of business has 
been switched from strike-affected 
companies to those that are oper- 
ating, indicating that consumers 
have ample stocks for the present 
and are not being seriously incon- 
venienced. If the strikes last 
another two or three weeks, this 
situation undoubtedly will change. 

Some of the present decline in 
steel business is due to the seasonal 
slowing down of the automobile in- 
dustry, particularly parts makers, in 
preparation for the changeover to 
new models, and there has been 
some reduction in the volume of 
new business from miscellaneous 
users that are liquidating present 
stocks. On the other hand, the farm 
machinery trade is likely to main- 
tain its current high pace for 60 


days and is taking steel freely. Can 
makers are taking all the tin plate 
they can get. Plates for tanks are in 
good demand and the structural 


steel volume is fairly good, although 
(Continued on page 67) 
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elp the Public to Vizualize 


O one should be more alive 
to the fact that the public 
reacts best to displays that 

visualize comfort or pleasure 
than the window trimmer. The 
big-time showmen of the world 
are masters of the art of realism. 
Theatre owners have long used the 
dependable device of painting 
icicles'and snow banks on the en- 
trance doors in summer in order 
to visualize for the public the 
comfort that awaits them inside. 
You can take a leaf from the book 
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Cool colors, plus neat arrangements 
will stimulate hot weather buying 


of these showmen to snap up the 
life of your store by using these 
window trims suggested by the 
Harpwake ACE artist-display man. 

In the window displaying 
beverage equipment and _ other 
aids to cool comfort, icicles made 
on wall board and cut out may be 
arranged extending from the front 
window glass to the background 
poster. These should be blue- 
green and white in color. The 
HarpwareE AGE interchangeable 
fixtures may be covered in light 
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Chart for copying background poster 
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Summer Comfort in Your Trims 


blue and the poster itself in dark 
blue. The glassware and bright 
chromium beverage shakers will 
add greatly to the crisp cool effect. 
This is a simple and attractive 
window and will benefit from 
close adherence to the layout here 
presented. If it is cluttered with 
additional and unrelated lines it 
will lose its strong appeal for 
warm weather shoppers. 

More timely and comfort sug- 
gesting merchandise it shown in 
the porch furniture and fittings 
window. Here again, in a neatly 
and orderly arranged window, we 
have the element of visualization. 
The passerby may, at a glance, 
see himself enjoying the comfort 
of a well painted and attractive 
porch. Screens promise freedom 
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from mosquitos and other insects 
and the full rolls suggest the en- 
closing of the entire porch. You 
can reach more people through 
the appeal to their desire for com- 
fort than you can through other 
channels. This particular window 
can be made even more effective 
by the introduction of motion. By 
the simple arrangement of a light 
wire and some pulleys, the swing 
may be connected to an oscillating 
fan and made to move to and fro, 
further visualizing the summer 
comfort to be purchased inside the 
store. Of course the fan should be 
out of sight and the wire as incon- 
spicuous as possible. 

The hardware store has so much 
merchandise that tends to alle- 
viate the discomfort of hot 
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weather that the hardware window 
trimmer has a great advantage. 

When you put in these windows, 
be sure to connect them up with 
similar displays inside the store, 
and make it a point to have the 
store as neat, and cool loeking as 
possible. Make use of all the cool 
colors you can inside the store. 
Wet down the sidewalks, use 
plenty of fans and make cus- 
tomers as comfortable as you can. 
Too many stores put the entire 
burden on their windows by fail- 
ing to have the inside of the store 
as attractive as the window trim. 
Nothing discourages a shopper as 
much as a cluttered store and 
nothing helps a window deliver 
the goods like.a store interior that 
lives up to its front windows. 








From the Sidelines 


ACKING the Supreme Court 
P.. seems to be a dead issue. 
The American people are 
very patient. They stand for a 
lot, but they will not stand for 
everything. 
* * * 

The United States has been the 
greatest selling and advertising 
field in the world. One language, 
no tariffs between states, no sell- 
ing licenses for salesmen. Now 
with practically all the states set- 
ting up interstate sales taxes, 
licensing of trade marks for a 
consideration, dictation and inter- 
ference by state boards of trade, 
the doing of business in this coun- 
try on a national scale will be 
very much complicated. There 
will be need of a Philadelphia 
lawyer, with every concern doing 
selling and advertising nationally, 
to keep track of the various state 
regulations. It means the setting 
up of still more bureaus, more 
bureaucrats, more political jobs. 
The outlook for national business 
is not very encouraging. 

* * * 

The various states will have va- 
rious laws, various sales taxes, 
various rules and regulations. It 
does seem that the only successful 
way to handle the problem is to 
have a Federal law covering all 
of the states. 

* * * 

If all of these state laws are 
to stand, if there is to be no con- 
trolling or supplementing Federal 
law, then we find ourselves again 
imitating conditions in Europe. 
Selling goods broadcast in Europe 
is an impossible proposition. Over 
there the various national laws 
and tariffs and regulations are 
still further complicated by differ- 
ences in languages. One is re- 
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minded of the story of the Tower 
of Babel. 

Every time we imitate Europe, 
every time we attempt to do busi- 
ness with or like foreign coun- 
tries, the record stands that Amer- 
icans get stung. The history of 
how the European nations have 
outwitted and taken advantage of 
the United States is almost beyond 
belief. The Europeans are too 
smart for us. Better for us to 
stay at home and deal with people 
who at least will give us an even 
break. With these state laws, if 
we only spoke a different lan- 
guage for each state, we could 
call ourselves “The United States 
of Europe.” 


+ * * 


Now comes legislation on wages 
and salaries. The trouble with 
legislation of this kind in the 
United States is that labor con- 
ditions and the cost of living 
vary so much in the different parts 
of the country. 

Here is something funny that 
I ran into the other day in dis- 
cussing manufacturing with a dry 
goods man. Porto Rico and the 
Virgin Islands are part of the 
United States. There are no tariffs 
between us. The standard of liv- 
ing on these islands is not very 
high. However, the climate is 
warm, the houses have no chim- 
neys. There are plenty of fish and 
fruit. Life for the inhabitants, 
mostly negroes, is reduced to the 
simplest form and lowest cost. 
Fifty cents per day is a good 
wage. Now what happens? 

There are concerns in New 
York who just do design printing 
on cloth. After a design is made, 
the printing on cloth is done with 
various colored inks. It is almost 
like newspaper printing. The 


large concerns dealing in prints 
send the cloth, cotton or linen, to 
these cloth printers. When the 
cloth is properly printed in at- 
tractive colored designs, it is dried 
and then rewound on bolts. Then 
these bolts are shipped at very 
low water rates to the islands, 
where the women natives and the 
children cut up and hand hem the 
cloth into fancy handkerchiefs, 
blouses and dresses for babies, 
children and women. The wages 
are fifty cents per day, based on 
piece work, and there is no limit 
to the hours of work. The work 
is done mainly in families. Then 
the finished product is repacked 
and sent back to the larger dis- 
tributors, department stores, etc., 
in the United States. This ac- 
counts for the low price of hand- 
kerchiefs and summer clothing for 
women and children. All of us 
have marveled at the low prices 
of the department stores on such 
goods. That is how my lady can 
buy hand-rolled and hemmed, 
printed linen handkerchiefs in 
beautiful colors for twenty-five 
cents each, 

Now just suppose the proposed 
salary and wage laws were ap- 
plied to Porto Rico. This would 


mean 35 hours a week at a mini- 


mum of sixteen dollars. Their 
present earnings for probably 


fifty hours a week are three dol- 
lars. What a boom would take 
place on the islands if such wages 
were paid. Unfortunately, how- 
ever, the islands only get the busi- 
ness because of the low wages. If 
the manufacturer had to pay six- 
teen dollars a week, the ladies on 
the islands would lose all this 
work and it would be done here 
in the United States. 


(Continued on page 64) 
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LET YOUR SHOVEL LINE BE 
—— THE BEST BY TEST —— 




















Skelton Round Point Shovel Result of blade bending test. 
with blade gripped in vise The Skeiton Shovel shows no 
and bent far beyond the en- sign of break or fracture. 


duranceofanordinary shovel. 


e This is the test that has demonstrated to 
America’s largest shovel users, the outstanding 
superiority and value of TRUE TEMPER Skelton 
Solid Shank Shovels. 


As a result, these shovels are specified from 
coast to coast by buyers who want to get the 
most for their money. 


The superior value of Skelton TRUE TEMPER 
Shovels is due to 3 exclusive features! 


1. ONE PIECE 


Blade, shank and socket made from one solid bar of 
steel—no joints to break, no seams to crack. 


9. SKELTON SOLID SHANK 


The original shovel with shank of solid steel. This 
feature makes the strongest shovel known. Skelton 
Shovels are made under the well known Bulldog, Fox 
and Bantam Brands. 


3. HEAT TREATED 


Blade heat treated and tempered in special electric 
furnaces to give the scientifically correct combination 
of toughness and strength, for Fongest life. 





























To make your shovel line the outstanding value in 
your community, specify TRUE TEMPER, Bulldog, Fox, 
er Bantam Brand Shovels with Skelton Solid Shank. 
Your jobber’s salesman will gladly quote you. 


At left. TRUE TEMPER Center, TRUE TEM- At right. TRUE TEM- THE AMERICAN FORK & HOE CoO. 


Bantam Brand Round PER Bantam Brand PER Bantam Brand 
Point Long Handled Shovel Ladies’ Garden Spade Garden Spade — No. Makers of Essential Tools 7 CLEVELAND. OHIO 
—No. L29B. —No. E81B. E33B. ‘ 









FORKS © RAKES * HOES © SHOVELS © AXES ¢ HATCHETS * HAMMERS © SCYTHES © FISHING RODS AND BAITS © GOLF SHAFTS 
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New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages— New Colors —Catalogs 


L-B Aero Fan 





This utility fan weighs slightly over 
two pounds and has a patented rever- 
sible base which makes it possible to 
stand the fan on a level surface or hang 
it on a wall. Three rubber washers on 
wire base are said to reduce vibration 
and prevent creeping. Nickel-plated 
propeller blade is 8 in. in diameter and 
entire fan folds up compactly for stor- 
age or packing in suitcase. Fan is 
made with a 6 or 12 volt motor for 
battery operation and also a 110 volt 
A.C. motor. Suggested retail selling 
price, $3.95. Dealer’s discount; 40 per 
cent. Lydon-Bricher Mfg. Co., 2500 
University Ave., St. Paul, Minn. 


“Bornside” Rubbish Burner 
RNER 
f=! 






Now made with closer mesh, enabling 
the burners to consume rubbish safely 
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and rapidly. Large number of small 
openings, overcomes bad smelling and 
smoldering smudge of the closed-in 
cans. Maker states the burner will 
not warp or buckle and will not blow 
over because of its patented woven con- 
struction and one-piece frame. Made 
in two sizes—of 19 gage carbon steel 
strips, electrically welded to a_ one- 
piece angle frame. Shipped knocked 
down, to save on freight rate and allow 
for storage in small space. H. B. Born- 
side. 15 Winter St., Providence, R. I. 


Lemon Juice Server 





This individual lemon juice server 
operates by fingertip pressure and, the 
maker states, causes the juice to flow 
to the right stop, eliminating seeds and 
rind acids. The Beardsley & Wolcott 
Mfg. Co., Waterbury, Conn. 


New Irwin Catalog 


No. 37—32 pages on complete line of 
auger bits and screw drivers. Full 
length illustrations of bits and screw 
drivers are used in addition to “close- 
up” views of the various boring heads 
of each bit. Many auger bit and screw 
driver numbers are shown in both open 
stock, sets, and assortments, which en- 
able dealers to compete in price with 
all competition. Irwin states in its 
new catalog that it will continue to sell 
exclusively through wholesalers and will 
continue its efforts to enable the inde- 
pendent dealers to meet syndicate store 
competition, over their counter. The 
Irwin Auger Bit Co., Wilmington, Ohio. 


Ray-O-Vac Sample Kit 





Sk-200 for wholesalers’ salesmen— 
measures 9 x 16 inches and holds six 
flashlights, two unit cells, and a column 
clip for attaching a flashlight to the 
steering shaft of a car. Case is sturdily 
and attractively finished in a water- 
proofed black paper finish in imitation 
leather and has two snap fasteners. De- 
scriptive literature is included in the 
kit. Ray-O-Vac Co., Madison, Wis. 





Fountain Sprinkler 





Chromium plated over solid brass. 
Maker states it is rust-proof and non- 
tarnishable. Special perforated holes 
preduce a mist-like spray. Diameter, 





8 inches. Packed in individual display 
carton with easel; 72 in shipping car- 
ton. Armstrong Products Corp., Hunt- 
ington, W. Va. 
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WARDED the Silver Trophy in the All-America Package 
Competition for merchandising value—the new 
LAMSON prize-winning carton is now in dealers’ stocks 
throughout the country, inviting sales by inviting ap- 
pearance. Soil-proof, attractive, modern—these new 
cartons represent the first step forward in 75 years in 
packaging bolis and nuts! 


Not only are these new packages attractive, but they 
identify the most complete line of bolt and nut products 
in this country. Seventy years of experience are back 


LAMSON & SESGIUNG 


BOLTS AND NUTS NOW HAVE 'f BOUTS | 








5 LaMsiN Li 
3 ea 
4 3 PLOW BOLTS 


SON & SESSIONS CO 


agua” = 
CL EVELANO 
cricaGo uv 


FB Dest 1 


| 
“UT 30 a 





"|. THE LAM 















ESSIONS CO. 


NOD SIRMINGHAM 
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of the LAMSON label—70 years’ reputation for maintain- 
ing quality standards that never have been bettered. 


Not only are these new packages a trade-mark of quality 
—the packages themselves are three times stronger than 
any cartons used before! A 234 lb. man stocd on one of 
these new cartons without damage to it—and the carton 
was empty! Try it yourself! Ask your jobber for the LAMSON 
line packed in the prize-winning package. THE LAMSON & 
SESSIONS COMPANY, General Offices, Cleveland,Ohio. Plants 
at Cleveland and Kent, Ohio; Chicago and Birmingham. 
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Florence Cabinet Heater 





Model No. C2—designed to circulate 
an abundance of heat in small suites, 
stores, and offices where flue connection 
is not available. Equipped with two 
Florence wickless kerosene burners and 
humidifier pan. Modern round corner 
design, attractively finished in brown 
Peppertone _ porcelain 
mium plated handles. 
Co., Gardner, Mass. 


enamel; chro- 
Florence Stove 


Air Conditioning Book 


In the second edition of the book, 
“Forced Air Heating” by Platte Over- 
ton, approximately 60 per cent of the 
material is entirely new and is based 
upon facts established since the first 
edition was written. In one new chapter 
a winter air conditioning system for a 
typical residence is completely designed 
by three approved methods. The sys- 
tem is complete from first calculations 
for heat loss to the final selection of 
the apparatus. New data covers design 
methods, resistances in equipment and 


pipes, temperature drop in ducts, air 
conditioning from a boiler, effect of 
new types of registers, return air sys- 
tems, controls, baffling, etc. In most of 
the chapter, illustrations occupy ap- 
proximately one-half of the total page 
space. To illustrate some of the prob- 
lems encountered by the designer, the 
author takes typical houses and works 
out the design, explaining step-by-step 
what happens when certain conditions 
prevail and the results which can be 
expected when recommended procedures 
are applied. Price $2.00 postpaid. Pub- 
lished by Keeney Publishing Co., 6 
North Michigan Ave., Chicago, Il. 


Wise Bicycle Lock 





Has only one moving part and at- 
taches to any bicycle with screw driver. 
Each lock furnished complete with 36 
in. hardened steel chain to secure bi- 
cycle to some permanent object. Has 
double locking mechanism. Concentric 
tube locking mechanism automatically 
ejects key. Lock is streamlined and 
chrome plated. An attractive two-color 
display stand is packed with each 
dozen. The Wise Lock Co., 2730 Grand 
Ave., S.E., Cleveland, Ohio. 





Winchester Target Rifles 





A new series of Model 52 target rifles 
replacing the Winchester Model 52 
standard and Model 52 heavy barrel 
target rifles as made heretofore, has 
been announced. In general design the 
new Winchester Model 52 target rifles 
are typically Winchester special match 
shooting target arms—bolt action, with 
target shooting stocks of new improved 
types, and chambered expressly for the 
.22 caliber long rifle rim fire cartridge. 
The two basic types are the standard 
model with target stock and the heavy 
barrel model with marksman stock. The 
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former has the regular Model 52 stand- 
ard barrel, the latter, the Model 52 
heavy barrel. Both barrels are Win- 
chester proof steel, 28 in. long, cham- 
bered, bored, hand lapped and finished 
with rigid attention to Winchester’s 
standard in accuracy of gaging. Both 
rifles have the same improved receiver, 
new firing mechanism, new patented 
trigger pull with two separate adjust- 
ments, and new safety lock. Winches- 
ter Repeating Arms Co., New Haven, 
Conn. 










Hotpoint Special Washer 





Capacity is 6 lbs. of dry clothes; 
14% gallons of water. Thriftivator pro- 
vides 3 separate zones of washing ac- 
tion. Lovell wringer with 1% inch soft- 
rubber rolls. Side-snap release is easily 
and quickly operated. Tub finished 
with black and ivory speckle porcelain 
enamel, inside and out; skirt and legs, 
black lacquer. General Electric, % hp. 
“cushioned-power” motor assures quiet 
operation. Never requires oiling. Has 
steel-cut gears; all rubber, waterproof 
cord, 8% feet long. Motor automatic- 


ally starts when cord is plugged in. 
Agitator control is conveniently located 
on front of skirt at knee level. Edison 
General Electric Co., Hotpoint Division. 
5600 W. Taylor St., Chicago. 








Leather Cup Assortment 


No. 300—contains a well balanced 
assortment of all the smaller sizes of 


Simplex size-marked leather cups. 
Quantity of each in the assortment is 
in ratio to the demand for the various 
sizes and contains: 10—2 in.; 10—1% 
in.; 5—1% in.; 5—1% in.; 10—1%4 
in.; 5—1% in. and 5—1 in. List 
price $3.00 each. Simplex Mfg. Co., 
Auburn, N. Y. 
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SAMSON SPOT CORD is the most durable ma- 
terial for hanging windows. Specified by leading 
architects and builders for over 40 years. Made 
in only one quality — identified by the Colored 
Spots — our trade-mark. 


PHOENIX is our next best grade — a good re- 
liable window cord at a moderate price and 
especially suitable for clothes line. 


SAMSON SMALL LINES. Braided lines of all 
kinds, sizes and colors for all purposes, such 
as awning line, masons’ line, shade cord, vene- 
tian blind cord, etc. 


We also manufacture other kinds of braided 
cord to meet all requirements for quality and 
price, including a wide variety of clothes lines. 
Ask your jobber. 


Catalog and samples of any of our 
cords gladly sent upon request. 


SAMSON CORDAGE WORKS 
BOSTON 


89 BROAD STREET 
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@ June is a very good month to 
feature Tenso Tie-Out Chains. 


“Tenso”’ Tie-Out Chains — made by 
American Chain & Cable Company, 
Inc.—are profitable items. Not only 
that, but their high quality builds re- 

spect for all the other ACCO merchandise 
you carry. When you sell these chains, or 
other chains having the ““ACCO” label, 
you deliver satisfactory service to your 
customers. 
Tenso Tie-Out Chains are strong with sturdy, 


free-working swivels and attractive bright 
or galvanized finish. 


Your wholesaler can supply you promptly. 
He carries a full line of ““ACCO”’ Chains. 


AMERICAN CHAIN DIVISION 
AMERICAN CHAIN & CABLE COMPANY, Inc. 


BRIDGEPORT, CONNECTICUT 
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MetaLane Weatherstrip 





Made of special alloy which is said 
not to tarnish, oxidize, or corrode and 
which has a bright, silver-like finish 
that is permanent and does not streak 
or discolor. MetaLane is light and 
flexible. No routing or grooving is 
necessary for installation and no paint 
need be removed. Ordinary tools are 
used in its application and maker 
states only 40 nails are used in an aver- 
age size double-hung installation. Pack- 
ed, one complete unit to carton with 
all necessary nails, accessories, and 
instruction. Demonstration model, dis- 
play rack, newspaper mats and litera- 
ture available. Monarch Metal Weather- 
strip Corp., 6333 Etzel Ave., St. Louis, 
Mo. 


Angle Depth Gage 


























No. 330—adjustable—head is marked 
on both sides of the adjusting stud, as 
follows: 15, 30, 45, 60, 75, and 90 
degrees. Desired angle is obtained by 
releasing nut about one-quarter turn 
to the left and turning the rule until 
line on washer matches desired degree 
or angle and the indexing finger on 
washer will drop into a slot and adjust 
the rule in correct position. When nut 
is tightened, tool is ready for use. For 
measuring holes too small for rule, a 
rod, 6 in. long and 3/32 in. in diameter 
is furnished. The No. 431 Hook Rule 
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can be used with this gage, making a 
satisfactory caliper rule. Union Tool 
Co., Orange, Mass. 


Dreadnaught V-8 Sanders 





The V-8 models are belt driven ma- 
chines. Other individual construction 
features of the Dreadnaught remain the 
same. New models said to sand 700 
to 2400 square feet of old varnished 
floor per 8-hour day and from 1400 to 
3800 square feet on new floors. “Finger- 
tip control” enables operator to regu- 
late depth of cut by a touch of the 
finger thus leaving both hands free to 
guide the machine. Motor can be 
quickly dissasembled from machine. 
Clarke Sanding Machine Co., Mus- 
kegon, Mich. 


2-Burner Coffee Brewer 





“Buffet Queen”—streamlined design 
and finished in striped chromium. 
Equipped with one complete 10-cup 
model Cory coffee brewer and an extra 
serving decanter. Each burner is two- 
heat so that correct temperature is 
available at the flip of a switch for 
high brewing heat, or low heat to keep 
the brewed coffee at ideal serving tem- 
perature. Buffet Queen is portable and 
is completely packed in a unit carton 
containing the glassware, two-heat cord, 
Bakelite funnel holder, extra filter 
cloths, etc. Catalog, showing new 
items, has been issued. Glass Coffee 
Brewer Corp. 325 North Wells St., 
Chicago, II 


Vac-O-Grip Ladder Carrier 





Secures any size and number of lad- 
ders firmly atop of coupe or sedan. 
Vacuum rubber cups cannot mar or 
scratch auto surface and they elimi- 
nate need for bolts, nuts, brackets, or 
screws. Vacuum tube attached to 
vacuum system of car in one of four 
optional places, creates a tremendous 
vacuum power while motor is running. 
Each carrier is 40 in. in width and 
consists of two supporting units con- 
nected by a flexible hose used to convey 
the suction to the cups of the rear 
support, a vacuum hose for connecting 
the front support to the vacuum system 
of the car, and two heavy straps for 
securing the ladders to the carrier. 
Metal frame is black enameled. Other 
car-top carriers are designed for lug- 
gage, signs, public address equipment 
and Neon signs. Vac-O-Grip Co., 428 
Islington St., Toledo, Ohio. 





New “Yankee” Display 


CHUCK AND DRILLS 


3 SIZES: S/es" 7/es” Pes” 
For YANKEE’ 


SPIRAL RATCHET SCREWORIVER 





For chuck and drills—is 5 by 5% 
inches, with easel back. At _ top, 
“Yankee” is died-out. Lettering is in 
white and black on modern _back- 
ground of black and orange. Display 
is given with three “Yankee” drill sets, 
for use with “Yankee” Handyman spiral 
screw driver No. 33H. Each set, con- 
sisting of “Yankee” chuck and 3 drills, 
is protected by screw-top, glassene con- 
tainer, giving complete visibility. Three 
containers with drill sets are attached 
to display by a cut-out arrangement. 
The chuck fits into the Handyman 
driver and holds the drill-point in place 
of screw driver bit. Drill-point is re- 
volved by pushing on handle of driver. 
Three sizes of drills 5/64 in., 7/64 in., 
and 9/64 in. are convenient for boring 
holes for small screws or other pur- 
poses. North Bros. Mfg. Co., Philadel- 
phia. 
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BUTTHINGES 


PATENT APPLIED FOR 





The modern hinges that can never squeak at the joints 
because they are equipped with Ojilite Bearings, that 


remarkable oil-impregnated 


metal, combining durability 


with smoothness and silence of a self-oiling composition. 
Oilite or ball bearing equipped Butts optional at same 
price. Your jobber can supply you. 


McKINNEY MANUFACTURING COMPANY, PITTSBURGH, PA. 











Water pumps can’t wear it out—Heat 
... abrasion ... speed cannot wear out 
Oilite Bearings. 








Clutch Bearings can’t break it down. 
They require a self-lubricating non- 
wearing bearing...and Oilite stands 
up. For the same reason Oilite bearings 
stand up in butt hingés. 





Self lubricating Oilite prevents squeaks. 
That is why McKinney Oilite Bearing 
Butt Hinges will never squeak at joints. 














High frequency doors function per- 
fectly twice as long when equipped 
with McKinney Oilite Bearing Butt 
Hinges. Tests indicate that 2 million 
cycles and more are to be expected. 


DESIGNERS OF GOOD HARDWARE FOR 72 YEARS 
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NO NEED TO URGE THEM 
TO LIKE THIS PADLOCK 
They Will Anyway 

















No. 04856 


CONVINCING QUALITY—LOOKS THAT SELL 


You can be sure of the interest of any cus- 
tomer to whom you show one of these hand- 
some, modernly designed Eagle padlocks— 
and that is the first step to a higher grade, 
better profit sale. 

No. 04856 is of finest quality Extruded 
Metal construction. It is fitted with genuine 
Eagle Pin Tumbler lockwork and has a hard- 
ened, cadmium plated shackle. Made in six 
sizes from one inch to two inches inclusive. 


& 
The Eagle Quality Line 


Night Latches Padlocks 
Trunk Locks Cabinet Locks 
Front Door Sets Wood Screws 
Store Door Sets Stove Bolts 
Machine Screws 


excue {Bc fice CO. 


26 Warren Street-- New York 


Branch Offices: 
521 Commerce St. 179 N. Franklin St.. 114 Bedford St. 
Philadelphia, Pa. Chicago, Ill. Boston, Mass. 
Works at Terryville, Conn. 
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LETTERS TO THE EDITOR | 





Two for One Guarantee— 
Has Only 1/10 of 1% Replacement 


PHILADELPHIA, Pa.—lIt is always 
with a great deal of interest that ! 
read through your magazine. Per- 
haps it is due to the fact that my 
interest in hardware manufacturing 
is relatively new and only a part- 
time occupation, so I agree with 
everybody that my opinions should 
not be taken too seriously. However, 
there are many things in manufac- 
turing that are the same in many 
industries and one of them is the 
human element that motivates claims 
on a guarantee. 

I thought an article appearing in 
the issue of the 20th, entitled “Strict 
Replacement Policies Are Needed 
To Curb Unwarranted Tool Re- 
placements,” very interesting. While 
the discussion limits itself very 
largely to the pliers, about which I 
have no particular knowledge, I do 
have a definite opinion on warantee 
in connection with my own business 
and that is to welcome claims under 
a liberal guarantee. 

The Oxford Tool Company has 
not been established long enough 
to deal exclusively with the “kid 
glove trade” of the hardware field, 
so we get a pretty general dis- 
tribution through different types of 
hardware The guarantee 
that we use, reads as follows: 


houses. 


“The material and workman- 
ship of all the products of the 
Oxford Tool Company are war- 
ranted to be of the finest ma- 
terial and workmanship. If a 
defective tool of our manufac- 
ture is returned, we will replace 
it with Two of the same design.” 


A committee visited me with the 
purpose of “wising me up,” saying 
that I would “lose my shirt” if 1 
did not follow their greater experi- 
ence in this industry, which they did 
niet hold in a very high regard, al- 
though it was for the most part their 
life work. 

They were wrong on two accounts. 
First, it is one of the finest indus- 
tries in which a man can engage. 
Secondly, I have failed to find the 
slightest advantage being taken of 
my “TWO for ONE” offer. 

Close watch has been kept on 
replacements since 1932, when the 
guarantee went into effect. We find 
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that less than 1/10 of 1 per cent of | 


claims are made, while I am assured | 


by the most dependable people that 


| 


I can consult in this field that in the | 


forge and shock tool business, 


normal failures should approach 5 | 


per cent. 

While our letterhead says “quality 
products” and we do our utmost to 
produce on that basis, we do not 
work miracles. While we may beat 
this average some it is not possible 
for us to be perfect. Here is one 
specific instance: It was our privi- 
lege to supply one of our customers 
with 25,000 Star Drills during the 
course of a year. At the end of 
the year he returned to us 100 drills; 


50 of which were not of our manu- | 


facture; 25 of which were abused 
from the use of overweight hammers 
for the size of the drills; 25 had 


shown breaks at the cutting point. | 


Sometimes I personally expand 
our guarantee and tell a prospective 
buyer “If you or your customer get 
one which you think is wrong, we 
will replace it under our guaran- 
tee.” I have never failed to tell 


any buyer that if he buys enough | 


tools or any other merchandise, that 
he is going to get some bad ones. 
The perfect factory is in Heaven 
and there is a shipping embargo 
out of that place. All of these sales 


policies, if you want to call them 


that, are based on the fact that we | 


believe most people to be honest and 
we do not have 


to deal a second | 


time with those who might wish to | 


take an unfair advantage. 
Gorpan G. CAMPBELL, 
President, 
Oxford Tool Company 


Brown-Camp Hdwe. Catalog 

No. 51—1,099 pages—on complete 
hardware and specialty hard- 
Alphabetical thumb-index 


general 
ware lines. 


is contained in front of catalog. Lines 
are divided into several sections: me- 
chanics’ tools; agricultural — tools; 


builders hardware; electrical appliances 
and supplies; radios and radio acces- 
miscellaneous hardware; 
sheet metal and roofing; 
kitchen ware; cutlery; 


sories; stoves 
and ranges; 


cooking and 


sporting goods, and paint and painters’ 
supplies. Brown-Camp Hardware Co.. | 
Des Moines, Iowa. 





IT SEEMS TO ME THAT THERE 
MUST BE A REASON DEALERS 
LOVE US, KO! 





WHY, PE, IT’S PLAIN TO SEE THE 
REASONS THREE THAT MAKE 
THEM HUG US SO! DO, RE, Mi! 











THE SISTER ACT 
THAT LAYS ’EM IN THE AISLES 


There are four simple sales reasons why it’s 
profitable to handle U. S. Royal Pe-Ko 
Edge Jar Rubbers! 

THE PROMOTION IS RIGHT! The 
amusing Pe-Ko Twins—doing their sister 
act in 3500 newspapers and national mag- 
azines reaching the rural markets—keep 
millions of long-time users sold—and win 
thousands of new customers each year. 
Dramatization of the product and amusing 
dialogue with a sales punch create atten- 
tion—gain goodwill—and make sales. 
That’s why women everywhere come into 
the store asking for Pe-KoEdgeJarRubbers. 
You can solve your jar rubber sales prob- 
lem by putting the Pe-Ko Twins to work 
for you! THE PRODUCT IS RIGHT! 
Made of the finest age-and-heat-resisting 
live red rubber, Pe-Ko Edge Jar Rings 
form a perfect, permanent seal . . . and the 
two big lips make them easy to apply, easy 
to remove. THE PRICE IS RIGHT! A 
premium product at a competitive price. 
AND THE TRADE- MARK IS the world- 
famous U. S. Seal. 


PE-KOEpcE 
LIP STYLE 


If your jobber can- 
not supply you, send us 
his name and address 
and we will see that 
your requirements are 
taken care of imme- 
diately. 


PE-KC 


United States Rubber 
Products, Inc. 





EDGE JAR 
RUBBERS 


&, Room 603, 1790 B' way. 
New York 













United States Rubber Company 
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SIGN POSTS 
THAT POINT TO YOUR STORE 


Every month millions of file buyers get their 
“directions to buy" from Nicholson File ads in 
Collier's, Time, Life, and a complete list of Farm, 
Lumber, Industrial, Semi-Scientific and Educa- 
tional Papers. 

These ads are sign posts that direct the buyer 
to your store, for Nicholson advertising again and 
again refers to the hardware store as the place to 
buy files. 

Gear your store to a modern product backed 
by a modern advertising campaign. Stock Nichol- 
son Files in shapes and sizes to meet the modern 
filer's needs. Your wholesaler can supply you. 
Nicholson File Company, Providence, R. I., U.S.A. 


A FILE FOR EVERY PURPOSE 





PATENTS 


A PRODUCT OF THE WORLD’S LARGEST FILE MAKER 
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Tydings-Miller 
Bill 
(Continued from page 39) 


tice Acts which the Tydings-Miller 
Bill merely seeks to extend. 

These unlawful elements will re- 
main equally unlawful under these 
State Fair Trade Practice Acts, and 
equally unlawful if the Tydings- 
Miller Bill shall be enacted. The 
Commission’s citation of these cases, 
is wholly irrelevant. 

Digressing slightly from the 
theme here discussed, it seems 
proper to say that there appears to 
be implicit in the President’s letter, 
an approval of a familiar contention 
made by opponents of this legisla- 
tion (chain stores, mail order 
houses, department stores, etc.) ; 
namely, that it would involve the 
granting of a governmental favor or 
advantage to opponents of price- 
cutting; but the fact is exactly the 
contrary, because it is only by vir- 
tue of the Sherman Law that resale 
price agreements have been declared 
unlawful by the Federal Courts. In 
other words, a congressional bene- 
fit or advantage was conferred upon 
price-cutters by the Sherman Law, 
and it is only the removal of this 
benefit or advantage, that the oppo- 
nents of price-cutting are asking. 
They do not seek legislative benefit 
or protection; they seek only the 
removal of the legislative benefit and 
protection given to price-cutters by 
the Sherman Law. 

It is the price-cutters who have 
been protected by legislative ram- 
parts. Their opponents ask only that 
these ramparts be removed, and that 
fair play be restored. 

Limitations of space preclude 
more than a mere allusion to recent 
congressional action approved by 
the President, which seems to be in 
essential conflict with the President’s 
statement that the Tydings-Miller 
Bill, if enacted, would increase 
prices. A contrary position is mani- 
fest in the Guffey Coal Act, as to 
which it was stated in Congress 
that it would result in an increase of 
$100,000,000 annually in the cost 
of coal to consumers; the Ellen- 
bogen Textile Bill; the Robinson- 
Patman Act and the various agri- 
cultural Acts, whose declared pur- 
pose was to increase the sales prices 
of agricultural products. 

Finally, the Legislatures of 39 
states must have given due consid- 
eration to this contention and then 
decided it adversely to the Presi- 
dent’s position. 
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On Operating Stoves 


To secure good operation in 
cooking stoves and ranges see: 

That the flue-stopper is in place. 

That the chimney is clear and 
has a good draft at pipe hole. 


That the pipe fits closely in the 


stove and in the chimney. 

If fire burns well, on the above 
direct draft, close the oven 
damper; then if it will not heat 
the oven and bake well, examine 
the flues and damper and see: 

That all the flues are open and 
clear, so that smoke can freely 
pass through them. In cleaning 
flues many do not clean all the 


flues and push soot and ashes into | 


back corners, and in that way 
stop them up. 

Examine all the dampers in the 
flues and see that they open and 
close tightly and do not get out of 
place. 

Be sure that you know how they 


operate, so they may not be open 


when you think they are closed. 

If you are trying a stove without 
a hot water reservoir and have 
everything in good order, as here- 
tofore described, it cannot possi- 


bly fail in operation if you‘close | 
the direct draft damper and throw | 


all the heat around the oven. Time 
should be given to get the oven 
hot before trying to bake. 


How to Use Taps 
and Dies 


Tapping or threading steel will 
be facilitated by a liberal use of 
lard oil. Lard oil is better than 
mineral oil. Keep a can handy 
for threading jobs. Cast iron 
should be threaded dry. Use kero- 
sene for best results in threading 
aluminum. 

Best results in tapping holes 
will be obtained if the hole is the 
right size to give a 75 per cent 
depth of thread. Too small a hole 
breaks the tap. The same is true 
of using dies. Be sure the rod is 
not too big. If it is turn it down 
before threading. 
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POINTING THE WAY 
TO GREATER FILE SALES 


Every month Black Diamond Files are advertised 
to the millions of file buyers in the lumber, farm 
and industrial markets. 

Telling the file buyer about the quality of Black 
Diamond Files, emphasizing their new tooth con- 
struction, durability and economy, this advertising 
also tells the reader to buy from the nearest hard- 
ware store. 

Black Diamond Files, backed by advertising, 
point the way to increased file sales for hardware 
stores which stock them. Let your wholesaler 
supply you with shapes and sizes to meet all the 
needs of all your customers. Nicholson File Com- 
pany, Providence, R. I., U.S. A. 


Since 1865 The Standard of Quality 


A PRODUCT OF THE WORLD'S LARGEST FILE MAKER 
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From the Sidelines 


(Continued from page 52) 


This, of course, is an extreme 
case, but the low cost of living 
in the Southern part of the United 
States and the low wages that have 
been paid is the thing that is giv- 
ing our legislators a headache in 
attempting national legislation on 
salaries and wages. 


.- aa ” 


The other night I lost my 
beauty sleep reading a book that 
interested me very much called 
“Southeast of Zamboanga” by 
-Vic Hurley, a young college fel- 
low who had been the editor of 
his college paper. When he grad- 
uated he looked for a job, and 
finally managed to get one in a 
large city at starvation wages, 
just enough to hold body and soul 
together. He met another young 
college man in the same _ boat. 
They decided that competition for 
the bare necessities of life was too 
keen in the United States. They 
therefore arranged to work their 
way over on a ship from Seattle 
to the Philippines. When they 
arrived there and sought jobs they 
found themselves up against the 
competition of native workers. It 
was again a case of just enough 
compensation to keep from being 
hungry. After working for several 
large American concerns doing 
business in the Philippines they 
decided to go to one of the wild 
islands inhabited by the Moros 
and start a cocoanut plantation. 
It seems the government would 
give them so much land and then 
they had the right to purchase 
so much more land. 

They took a little tramp steamer 
and started along the coast to find 
this wild island. Then having 
landed they were kindly received 
by the few white men and store- 
keepers of a small village. It 
was a treat to these white men to 
meet other white men. They were 
very hospitable. There was plenty 
of fish, pork, venison and square 
bottle gin. As these two young 
fellows started into the interior 
they passed a number of cocoanut 
plantations. They were owned by 
white men. Most of them ex- 
soldiers who instead of returning 
to the United States married na- 
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tive women and settled down. A 
Mohammedan, even though he is 
a citizen of the United States, is 
entitled to four wives. These 
white men usually took on the 
limit. The wives were faithful 
servants, and the shacks were sur- 
rounded by numerous half-breed 
children, but the white man was 
the monarch of all he surveyed. 

These young college fellows 
asked these plantation owners if 
they did not wish to return to the 
United States. They answered: 
“No, if we went back to the 
United States what would we be? 
We would be up against unem- 
ployment, unstable labor condi- 
tions and actually have no stand- 
ing. Here we have plenty to 
eat, are waited on by our wives, 
surrounded by our children, and 
we have plenty of good fishing 
and hunting. We do not have to 
fill out tax reports, and we never 
hear from the tax collector. Why 
should we return to the States?” 

So our young friends built 
themselves a shack, and then along 
came a Moro chief with a bunch 
of Moros, and they talked over 
everything in general. The Moro 
chief made them presents of fish 
and food. They presented him 
with ammunition and a knife or 
two. Then not to be outdone in 
generosity, the chief presented 
each of them with a twelve-year 
old Moro maiden to keep house 
for them. . 

This is as far as I got. I looked 
at the clock and it was 3 a. m. 
I will have to wait for another 
week-end to read the rest of the 
book and see what happened to 
our adventurers. The story was 
very well written and one was im- 
pressed with the truth and sin- 
cerity of the statements made. I 
hope. however, that just because I 
have told this story there will not 
be a rush of hardware men to 
the Philippines. You had better 
buy the book and see the end of 
the story before you get your 
steamship tickets. 

The next thing I was interested 
in was the movies of the corona- 
tion. I went especially to see 
them. They were very well done. 


It was a great show. Only the 
English and the Catholic Church 
can pull off such imposing spec- 
tacles. 

* * * 

After having talked with several 
large manufacturers of hardware 
with an extensive line of trade- 
marked items, I am very much 
surprised to note how little they 
appreciate the dangers to their 
business involved in the flood of 
trademark legislation being passed 
by the various states. One of the 
best and most comprehensive ar- 
ticles I have read on this subject 
is by James F. Hoge of the New 
York Bar, in the May 27 issue of 
Printers’ Ink, under the heading 
“Trade-Marks in Trouble.” Mr. 
Hoge points out that there is a 
dangerous crisis developing from 
campaigns for compulsory state 
registration, but there is a logical 
and constitutional solution: A 
Federal law which will regulate 
registration of marks used in In- 
terstate commerce and also confer 
and protect substantive rights. 

Mr. Hoge’s article is quite a 
lengthy one, and I will not at- 
tempt to reproduce it here. How- 
ever, every manufacturer selling 
a trademarked product nationally 
should read and carefully study 
this article. Besides, the article 
is full of very useful general in- 
formation that is exceedingly val- 
uable. Just to illustrate, here are 
a few paragraphs: 


“Here is a composite description 
of what would have to be registered 
under the various state trademark 
bills that have already been pro- 
posed: 

“Trademark. stamp, seal, design, 
device, advertisement, form of ad- 
vertisement, letter, number, engrav 
ing, drawing, work, words, wording 
phrase, slogan. name or any sign 
whatever, label, print, shopmark, 
wrapper, printed ticket, brand, 
model, imprint, shape, term, pat- 
tern, ornament, tradename, firm or 
company name, description, emblem. 
button, rosette, badge, ribbon, in- 
signia, specification, designation. 

“Compulsory trademark registra- 
tion laws in our forty-eight states 
would affect not only the business 
interests of this country. They 
would affect the business interests 
of every country which distributes 
merchandise here under trademarks, 
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““Remember this label, Son 


Eacu box of Bethlehem Bolts and Nuts carries this bright, attractive label. 
It’s a label easy to remember, easy to call for. The man who once uses 
Bethlehem threaded products will remember the make. The label, displayed 
in the window, will help to bring him back to your store. These bolts and 
nuts fit together smoothly; they have clean, accurate threads; they give a 
full, secure grip to the wrench—dqualities that convert casual buyers into 
steady customers for the store that sells Bethlehem products. 
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Thermo-Electric 
Oil Control 


Valve! 

Model 240 WE—type K 
Designed expressly for the posi- 
tive and accurate control of oil 
burning hot water heaters. 


Hot Water 





If the oil burning hot water heater 
you sell is equipped with the A-P 
Thermostatic Oil Control valve, a 
thorough knowledge of this valve will 
help you to sell more heaters. 


This thorough knowledge of the A-P 
Valve enables you to show your pros- 
pect WHY your heaters are econom- 
ical, safe, reliable, and trouble-free. 


By talking your heater from the A-P 
valve that controls it, you answer 
your prospect’s every question and 
gain his confidence. He has no reason 


Heaters pic- 


tured are manufactured 
by (1) Lonergan Mfg. 
Co. (2) Akron Lamp & 
Mfg. Co. (3) Par Ap- 
pliance Inc. 


Write toda 


y for a bul- 


letin that tells you the 
advantages of having 
A-P Oil Control Valves 


on the oil 


water heaters you sell. 


burning hot 












AUTOMATIC PRODUCTS COMPANY 


2442 NORTH - THIRTY 


== | MILWAUKEE (hp) 
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just as the business interests of this 
country distribute their goods there. 
In that event, it is possible, even 
probable, that other countries might 
adopt similar systems. If they did, 
we might have a situation, at least 
for illustration, that could be tab- 
ulated thus: 


Name of Number of 
Country Registrations 
Argentine 14 
Australia 6 
Austria .. ; 9 
Brazil 20 
Mexico . 28 
Switzerland .......... 22 

_& See . 48 
U.S. S. R. (Russia)... 54 
Venezuela ie ae 

9 countries 221 


“Some companies have many 
trademarks, hundreds of them some- 
times. Multiply the number of 
trademarks owned by the number 
of registrations required. Then 
multiply by ten, twenty-five, or forty- 
five dollars (the fees that have been 
proposed) and you have an idea of 
the monetary considerations.” 


Glass Cutter Catalog 


No. 37—On complete line of Trojan 
glass cutters, tools and supplies. Cat- 
alog has 32 pages and is profusely 
illustrated. Price information included 
with descriptions of items. Glaziers’ 
Tool Mfg. Corp., 553-555 W. Monroe 
St., Chicago. 


Steel Medicine Cabinets 


Catalog M-8 illustrates and describes 
the complete line of Morton steel cabi- 
nets. Morton Mfg. Co. 5105-43 W. 
Lake St., Chicago, Il. 





New Enterprise Tag 


A new and colorful tag has been de- 
signed for the “Enterprise” Heat-and- 
Food Chopper. The copy on the tag 
explains the features of the “Enter- 
prise” knife and plate. A small block 
of copy reminds customers to ask about 
the grating attachment. Tag is printed 
in three colors—red, green, and black 
—on both sides of a died-cut card, and 
fastened by a green string to the eye 
of the bolt that holds the crank to the 
chopper. It is attached at the factory. 
The Enterprise Mfg. Co., of Pa., Third 
and Dauphin Sts., Philadelphia, Pa. 





New Saddlery Hdwe. Finish 


“Eberite”’—it is fused to the base 
metal and said not to crack or chip 
and to be resistant to rust, wear, and 
weather. Maker states it plates evenly 
and covers fully. This new finish is 
an exclusive feature on saddlery hard- 
ware made by The Eberhard Mfg. Co., 
2734 Tennyson Road, S. E., Cleveland, 
Ohio. 


HARDWARE AGE 











JU 











Hows the Hardware 
Business ? 
(Continued from page 49) 


some jobs are being withdrawn be- 
cause of inability to obtain Federal 
funds. 

Export inquiry for steel and pig 
iron has revived. Pig iron sales for 
third quarter, though quietly con- 
summated, have been in good vol- 
ume, with some furnaces virtually 
sold up to September or October. 

* * * 


Steel Prices — While the 
larger buyers are avoiding any ex- 
cept necessary forward purchases at 
current steel price levels, this is due 
more to large stocks on hand, and to 
the absence of any speculative in- 
ducement, than to a feeling that 
steel prices may decline. The steel 
companies are on record for the 
third quarter on most lines, to con- 
tinue price levels the same as those 
last announced, and now in effect 
for this quarter. There is rumor 
that a few lines,—steel pipe, for ex- 
ample, may advance again before 
the opening of the next quarter. On 
the other hand, it is possible that as 
mills catch up somewhat with or- 
ders, concessions may later appear 
for exceptionally large or attract- 
ive specifications. In general, 
present price sentiment is stable, if 
not particularly bullish. 


&¢ 2 


Wholesale Commodity Prices 
—The U. S. Bureau of Labor Sta- 
tistics’ index of wholesale commod- 
ity prices remained unchanged dur- 
ing the week ended May 29, ac- 
cording to a recent announcement. 
“The all-commodity index now 
stands,” said Commissioner Lubin, 
“at 87.4 per cent of the 1926 aver- 
age, closing the month at the same 
level as during the week of May 1.” 
Metals and metal products, build- 
ing materials and housefurnishing 
goods were among the four major 
commodity groups, out of ten, that 
averaged higher during the week. 
Compared with a year ago, the in- 
dexes for each of the commodity 
groups were higher, the increases 
ranging from 1.8 per cent for fuel 
and lighting materials to 19.9 for 
farm products. Wholesale market 
prices of raw materials declined 0.3 
per cent during the week and were 
0.8 per cent below a month ago. 
They were 15.0 per cent above the 
level for the corresponding week of 
last year. 

a 

No serious business letdown 

is in view, says the latest United 
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AND HERE ARE THE 


Face DISPLAYS 
THAT MAKE SALES SOAR! 


LEFT—“Master’”” ASSORTMENT 
No. 20 — “Matched” designs. 
Steel and Brass, heavily Chro- 
mium-plated, highly polished. 
Contrasting modern embossed 





lines in Ebony Black. 



















We do not ask you to take our word 
for it—see this beautiful line for your- 
self. Used by America’s leading cabinet 
manufacturers, it brings a wide variety 
of exclusive modern cabinet hardware nl 
designs to your counter, building sales 
for you as it has for thousands of other 
dealers. 





ABOVE — “Standard” ASSORT- 


MENT No. 10—‘Matched” designs. 


All-Steel, heavily Chromium-plated, 
highly polished. Quality hardware 
to sell at competitive prices. 


Each item is individually packaged for 
your convenience. Free metal displays 
and small assortments make possible a : 
complete cabinet hardware department 
in your store at low cost. Exclusive 
mechanical superiorities and beautiful 
chromium finishes create desire, speed 
sales. 





ABOVE—" DeLuxe” ASSORTMENT 
No. 30 — “Matched” designs. All- 
Brass, with Red and Black molded 
bases. Heavily chromium-plated. 
Highly polished. Contrasting 
modern embossed lines in Red 
and Ebony Black. 


Investigate the American Cabinet line 
—and cash-in on the building “boom”! 





American Cabinet Hardware Corp. 
Rockford GY Mlinois 
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“BEST 
SELLERS” 


AMONG KITCHEN SPECIALTIES 


Say Merchants Everywhere 
ee Approved 














Good Housckeeping 
Sy, ° Insti tute os 
HOUSEKEEPING mack 






DAZEY De Luxe 


Formerly Speedo 


The King of all can openers. Guaranteed 
5 years; built to last a lifetime. Cutter 
and feed wheel machined from _super- 
hardened carbon steel, not stamped from 
soft metal. All other parts cadmium plated 
to resist rust. A real bargain @ $1.79 


RETAIL.* 
DAZEY SENIOR 


A close second in every 
respect to the DAZEY 
De Luxe can opener. Per- 
fect workmanship, mate- 
rials and waiisuanean guaranteed. An out- 
standing value @ $1.49 RETAIL.* 











ad 
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DAZEY 
SPEEDO 


Super-Juicer 
Without a peer 
among hand oper- 
ated fruit juicers for ap- 
pearance and efficiency. 
Gets all the juice from 
oranges, lemons and small 
grapefruit with minimum 
effort. Easy to — Automatically 
strains out seeds and p An exceptional 
value @ $1.89 RETAIL® 


DAZEY SHARPIT 


Patented 
twin wheels 
make skill 
unneces- 
sary for 
sharpening 
all kinds of 
cutlery—anything that cuts. Magic groove 
keeps proper sharpening angle indefinitely. 
Moves fast anywhere $1.58 RETAIL.* 


DAZEY 
JUNIOR 


The ace value of 
them all among low priced can openers. 
Lighter construction than DAZEY De- 
Luxe or Senior, but amazingly durable 
and efficient. Sensational Seller @ 78c 
RETAIL.* 

*MINIMUM RETAIL PRICES 

SLIGHTLY HIGHER WEST 


OF ROCKY MOUNTAINS 


Distributed Through Jobbers 
Only 












DAZEY CHURN & MFG. 0. ee St. Louis, Missouri 












MODEL 
1622-CF 


(Above) An inexpen- 
sive model. Large 
mirror, one-piece chro- 
mium frame, adjust- 
able shelves, razor 
blade drop, tooth 
brush holder. Other 
models, for modest 
bathrooms to the very 
finest. 


(Right) Mirror is 
15%4x22”, guaranteed 
for 5 years against 
silver spoilage. Cabi- 
net has adjustable 
glass shelves, razor 
blade drop, two tooth 
brush racks. 


MODEL 701-F 





eeee Profit from 


Bathroom Modernization with 


CABINETS 


Mirrors and Accessories 





The demand for high quality Bathroom 
Cabinets, Mirrors and Accessories con- 
tinues its rapid expansion—and your tie- 
up with the MIAMI Line will enable you 





Bathroom 


to sh-re in this profitable 
business. 


MIAMI Leadership in 
Style, Construction and 
Better Values is recog- 
nized by Architects and 
Contractors throughout 
the building industry 
Nationally advertised 
Stocks in principal cities. 
If your Jobber cannot 
supply you, write us. 


MIAMI CABINET DIVISION 
The Philip Carey Company 
MIDDLETOWN * OHIO 











Business Service report. “Although 
we continue to forecast a more-than- 
seasonal reaction in business for the 
months immediately ahead, we con- 
sider this no more than a rest pe- 
riod following too rapid an advance. 
To turn this slack period into any- 
thing resembling a serious business 
recession would require the appear- 
ance of new depressive factors 
which are not yet in sight.” Fur- 
ther, says the report, “there are 
evidences also, that without any in- 
crease in consumer buying, excess 
inventories are being gradually 
worked off—have been declining for 
the last two months. If this goes 
on a couple of months more, buying 
in a number of lines must pick up. 

. In the absence of any new 
and unfavorable developments, a 
normal pick-up in the autumn is to 
be expected.” 

* * * 

A substantial advance in 
average hourly earnings, a reduc- 
tion in the average work week per 
wage earner, and an increase in the 
number of workers employed in 
manufacturing were the chief de- 
velopments in the labor situation in 
April, according to the National In- 
dustrial Conference Board’s month- 
ly survey of 25 manufacturing in- 
dustries recently made public. Aver- 
age hourly earnings rose from 65.9 
cents in March to 68.4 cents in 
April, a gain of 3.8% which brought 
them to the highest point on record 
in the period during which the Con- 
ference Board has compiled its fig- 
ures, which began in June, 1920. 

* * * 


Farm Conditions — The con- 
tinued large increase in farm in- 
come, 24 per cent in April as com- 
pared with a year ago, is ground for 
continued trade optimism. The 
crop start is favorable, and in the 
Northwest is inspiring hopes of bet- 
ter business conditions than in any 
recent year. Farm work has been 
making good progress lately, and 
general rains over most of the grain 
producing areas were a relief, after 
some worry about the earlier dry- 
ness. Harvesting of winter wheat 
is making good progress in parts of 
the southwest, though harvesting 
has been hampered by rain in some 
sections which badly needed rains 
during the growing season. It is 
well that all prospects are for good 
grain crops, for present supplies 
are very low and rapidly dwin- 
dling. Wheat reserves are about 
half of last year’s total at this time, 
and corn and oats are much under. 
This condition is additional insur- 
ance of high prices for the oncom- 
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2 Easy Steps 


' 10 BIGGER PAINT SALES 





Ws 


BIGGER 


Lowe Brothers Pictorial Color 
Chart will mean greater paint 
sales for you just as it does for 
so many dealers in Lowe 
Brothers products. 

Your prospects are reading 
about this chart in Lowe 
Brothers national advertising. 
They will be glad to visit your 
store and see actual painted 
illustrations of attractive in- 
terior and exterior color 
schemes which assuretheright 
color selection. 

“Guesswork” selection of 
quality is eliminated by Lowe 
Brothers long-lasting pro- 
tection which costs less per 








|g LET LOWE BROTHERS PICTORIAL 
= cotor cHaRrT simPLiFY color 
SCHEME SELECTION 


REPEAT SALES 


square foot of surface painted. 

we Brothers offers you 
the most beautiful paint labels 
in the industry —ready-to-run 
newspaper advertising—at- 
tention getting window 
posters and displays—direct 
mail to your prospect lists and 
a free full color book which 
answers 158 perplexing ques- 
tions about painting and 
decorating. 

Let us give you complete 
details about our profit-boost- 
ing dealer franchise. Write 
today for complete details to 
The Lowe Brothers Company, 
Dayton, Ohio. 


owe Drothersd 


PAINTS © VARNISHES 


Quality Unsurpa 
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STEEL TAPES 
YOU CAN SEE.. 





, ARE STEEL 
TAPES YOU CAN 
SELL! 























Feature this unusual WYTEFACE 
display and watch steel tape sales 
climb. Perfect visibility, a resilience 
that resists kinks, and a crack-proof 
surface that protects the steel from rust, 
are just three of the reasons for the 
wide popularity of this new black-on- 
white steel tape. 

AB ote-We Co) a Wher-te- lets M- bale Meloy vibe) (-1¢-B bat 
formation. Displays are free with your 


first order. 








« KEUFFEL & ESSER CO. 


HOBOKEN. NJ 
NEW YORK CHICAGO ST LOUIS SAN FRANCISCO DETROIT MONTREAL 
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HOUSEWIVES 
DEMAND 


Armored 
With 


BAKELITE” 


NATION-WIDE MOVE 
RESULT OF ACTUAL 
TESTS PROVING 
SUPERIORITY OF 
BIRD RUGS AND 
FLOOR COVERINGS 


EAST WALPOLE, MASS., 
JUNE, ’37—Severe laboratory 
tests give positive proof of the 
superiority of Bird Floor Cover- 
ings Armored with BAKE- 
LITE*. A Soap Test, a Scuffing 
Test and a Wear Test show how 
this Bird Product excels on the 
three points most important to 
every housewife. The results 
provide a powerful sales story 
. one that is growing in im- 
portance in the mind of every 
consumer. 
In the next few months this 
space will be devoted to explana- 
tions of each of these tests. 
Watch for The Proof of Ar- 
mored with BAKELITE* Su- 
periority ... take advantage of 
it for greater sales ... greater 
profits in this line. 


*Trade mark of the Bakelite Corp. 


BIRD 
FLOOR COVERING 
SALES CORP. 


East Walpole, Mass. 


295 Fifth Ave. Merchandise Mart 
New York Chicago 
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ing new crop. Pastures are report- 
ed in generally fine condition. The 
strawberry crop in the southwest is 
good. Garden and truck planting 
has neared completion. Tobacco 
planting has progressed in the 
southeast, but rainfall would be 
helpful in some sections. 


os 2 = 


Cotton Crop—With weather 
favorable in nearly all sections and 
the acreage estimated at about fif- 
teen per cent ahead of last year, it is 
predicted that the 1937 cotton crop 
will exceed fifteen million bales. The 
International Statistical Bureau es- 
timates June lst condition at 76.7 
per cent, compared with a ten-year 
average of 72.2 per cent. About 75 
per cent of the crop seems so safely 
assured that the high estimate of 
final production seems thoroughly 
justified. Cotton consumption dur- 
ing the current crop year, ending 
August Ist, will apparently be 11 
per cent larger than the previous 
record year, and few manufacturers 
expect to see this rate maintained 
through another season. 


* + 


Building Hampered—Build- 
ing contracts awarded in April in- 
creased more than seasonally over 
March, but declined again in the 
first half of May, when they were 
only one per cent over the corre- 
sponding 1936 figure. Contrasted 
with the hopes of a substantial gain 
this year, the figures are disappoint- 
ing. They seem to be proof that the 
rise in materials and labor costs this 
spring has upset plans for new con- 
struction in some quarters. The en- 
couraging aspect is that the decline 
is in public works. Privately-owned 
building has expanded enough to 
make up for that loss, and in April 
represented three-fourths of the 
total. 

* * = 


Electric power output—Elec- 
tricity output reported by the Edison 
Electric Institute for the week ended 
May 29th showed a country-wide 
gain of 12.9 per cent over the same 
1936 week,—a better rate of gain 
than in either of the two preceding 
weeks, at a time when there is a 
natural and seasonable decrease in 
the use of current for lighting pur- 
poses. The steady increases in con- 
sumption week by week are for 
power current, and show a very high 
rate of industrial activity. The wide 
spread of air-conditioning, too, will 
do much to keep up the summer 
rate of electrical consumption, and 
offset the demand for lighting cur- 
rent. 








BE 


HANDSOME IS 


as 
HANDSOME DOES 


Bitrician 


is doing a handsome job in 
the builders’ hardware field 
—with new beauty, new 
features. 


This is typical of the new 
LOCKWOOD, a famous line 
of builders’ hardware, stead- 
ily improved. 

We appreciate your good will 
and hope to continue to serve 
you. 





LOCKWOOD 


HARDWARE MFG. COMPANY 
Division of Independent Lock Co. 
FITCHBURG, MASSACHUSETTS 
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STERILIZED PRODUCTS from ad SANITARY FACTORY 


ATLAS HAS 
A PERFECT RECORD 














ERTHA HALL, R.N., says: “In the fourteen years | have been in charge of 
the Atlas first-aid nursing station, | have never known of a single case of 
Tackmakers’ Itch (Industrial disease) g our tach | 
the most modern and sanitary conditions.” 


s, who work under 





ATLAS TACK CORPORATION 


As important to users as ATLAS New Process Sterilization of the Product, are FAIRHAVEN, MASSACHUSETTS, U.S.A. 
the sanitary conditions in the ATLAS Factory, which are scrupulously maintained. _ ) 
Every precaution is taken against industrial diseases and skin infections which y / TACKS, CUT AND WIRE + NAILS + STAPLES 





can result from y) RIVETS » TUFTING BUTTONS « GLIDES « BURRS 
You are doubly safeguarded when using ATLAS Precision-Made Products— § GLAZIERS POINTS » CROWNS: 24,000 ITEMS 
THE SAFEST, THE BEST, THE FASTEST-SELLING! ye MADE TO ATLAS PRECISION STANDARDS 


HOUSEWARES BUYERS! 


YOU can accomplish several months MANY NEW ITEMS will 
work in a few days at the New York be shown FIEIRST at this show. 


Housewares Show. 


turing pr employed in the making of cut tacks. A v2 









PLAN now to visit this great House- 
EN four solid floors at the Hotel 


Pennsylvania you can inspect the 


wares Exhibit. It will richly repay 


you ... whether you come from far 
lines of over 400 manufacturers, a 

. ‘ or near . . . Remember tlie dates, 
mamouth display of merchandise— 
Sunday July 11th to Saturday July 


Housewares, Chinaware, Glassware, 


Electrical Appliances—in the widest 17th, inclusive, and the place—Hotel 


variety. Pennsylvania. 














NEW YORK 
HOUSEWARES 
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Over - head garage 
doors are popular.. 
and here’s the hard. 
ware that puts them 
in the ‘rock-bottom price class so 
every builder can buy. Smooth, 
unfailing in action, durable, the 
ALLITH “50-50” is proving a sen- 
sational seller. 



















Other Sets for Every Type 
of Garage or Barn Door 


include straight sliding, 
round-a-corner, or folding- 
sliding hardware sets for 
doors of any size or weight. 
Complete assortment of 
‘ tracks, hangers and door fit- 
tings. The ALLITH catalog is a con- 
venient and authoritative guide to all types 
of door installations. Send for your copy. 


ALLITH-PROUTY INC. 
Danville, Illinois 


ALLITH 


| FAIRBANKS 












INSTANT ACCURACY 


ON FAIRBANKS SCALES 
WITH PRECISION INDICATOR 


Time saved soon pays for 
Fairbanks platform 
scales with precision in- 
dicator. No guessing at 
Beam Balance... 
you know in- 
stantly whether 
weight is over or 
under. Accuracy 
increased... 
every fraction 
caught. Bulletin 
ASME 202—11 
tells how to stop 
losses ... save 
time. Write 
Fairbanks, 
Morse & Co., 906 
S. Wabash Ave., 
mae Ill. 


FAIRBANKS-MORSE 
ae, ( 
N@isikers 
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Hardware Dealers 
Real Competition 


(Continued from page 27) 


30 finally sells it at a loss. Con- 
sequently the other dealer who 
perhaps had been enjoying a 
profit in this line, takes a loss also. 

Of course, the dealer had every 
right to stock this merchandise. 
But had he learned that no less 
than two or three of these items 
had to be purchased, he no doubt 
would have given the line more 
consideration before placing his 
order. 

Recently the president of one 
of our larger wholesale concerns 
stated that one of his biggest 
problems was the requisition habit, 
particularly during the holidays. 
In several instances he had in- 
formed some of his large indus- 
trial customers that he regretted 
he could not sell them since they 
weren’t dealers and did not stock 
the type of merchandise which 
they had requested. As a result, 
he lost some of those accounts. 

Naturally it is impossible for 
any one wholesaler to reform or 
correct this condition. It will take 
the combined efforts of all whole- 
salers and manufacturers. They 
must all refuse requisitions for 
single unit merchandise not nor- 
mally carried by their accounts 
with, of course, the suggestion that 
these articles be purchased in reg- 
ular quantity packages. Then the 
independent dealer will get the 
business and the profit to which 
he is rightfully entitled. 

There is no justification for a 


.small mill, factory, or any other 


small industrial plant to be able 
to purchase hardware in small 
quantities at the same price that 
a hardware dealer pays. 

Selling: only in quantity pack- 
ages, it would seem, may provide 
a small wholesaler with an oppor- 
tunity to capitalize on the situa- 
tion by breaking packages and 
thus sell items that perhaps could 
not be otherwise sold. But, does 
the wholesaler want to do busi- 
ness with the dealer or does he 
prefer the small requisition busi- 
ness? Since most wholesalers 
want to be distributors for the 
dealer, how long would the whole- 
saler who breaks his packages last 











Here It Is 


FLAMEMASTER 


The kindler wick your customers have been 

demanding. 

The only asbestos wick that is quick lighting 
. even burning ... eliminating excessive 

carbon accumulation, and providing greater 

capillary attraction. 

FLAMEMASTER fits all wickless burners with 


an economy that will amaze your customers. 


FLAMEMASTER is the kindler wick YOU 
have been demanding, worthy of the 
Crown of Perfection Seal. 


A fast selling wick that can be sold with 
confidence. A final solution to your cus- 
tomers' demand for a safe guaranteed 
wick with Special Patented Features. 


Fits all cooking stoves, cabinet and circulat- 
ing heaters. 


Ask your jobber for complete details and 
prices ... or write direct to 


TRIPLEWEAR 
BRAKE LININGS 
CORPORATION 

Paterson N. J. 


Makers of Triplewear 
Engineered Brake Sets. | DEALERS—Stock 





The brake lining that up. Flamemaster 
permits you to “Reline ie a fast seller. 
and Relax” with safety. 


A Better Stove Lining 

















NOT DRY—but PLASTIC 


Housewives prefer Fireline—the stove lining in 
moist, plastic form. It’s more convenient (no mix- 
ing), more easily installed, has more ‘‘body’’— 
results in a better job 

Fireline is used in cook stoves and ranges to re- 
place cracked fire-box castings or burned out stove 
brick. ‘‘Fits’’ all styles, sizes, and models. 
Solves your stove casting problem. 

Also used for warm-air furnaces and heating 
stoves to repair cracked firepots. This is big- 
volume business. Average furnace requires 100 Ibs. 

(Coupon) 


Stove & Furnace a Co. 
T859A e+ peel St., Chicago, Ill. 
Send FREE sample “and bulletin. 


OE. whee cs 
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“GOING PLACES 
IN A BIG WAY”’ 


Introducing a remarkable advance 
in the development of protective 
finish for 


SADDLERY 
HARDWARE 


Eberite excels all previous fin- 
ishes in its resistance to rust, wear 
and weather. It plates evenly and 
covers fully. It is fused to the base 
metal and will not crack or chip. 
This amazing new finish of endur- 
ing beauty is an Exclusive Feature 
of The Eberhard Manufacturing 
Company's Saddlery Hardware. 


Write for special folder to 
The 


EBERHARD 


Manufacturing Co. 
Cleveland, Ohio. 
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Changes 


New products and new 
trade names are constantly 
being added to the listings 


for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 


product you are interested 


in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 
© 
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against those who adhere strictly | 


to the no broken package rule? 


If retailers were to confine their | 


purchases to wholesalers who fol- 


low this practice other small 
wholesalers would soon follow | 
suit. 


Therefore, if wholesalers insist | 
that factories pack their merchan- | 


dise in reasonable amounts that 
can be sold unbroken to the aver- 
age hardware dealer, I do not 


think that the independent hard- | 


ware dealer nor the hardware 
wholesaler, will be forced to join 


the passing parade that has taken | 
so many other businesses in re- | 


cent years. 


Five Salesmen: 
A Caricature in Poetry 
By R. A. ARBUCKLE 
MR. LAZY 

My car is just a pile of junk. 


My head hurts, and I sure feel punk. | 


The weather, and the town is rotten 
My rubbers are at home forgotten— 
Don’t seems to get a break at all 
It’s just no day to make a call 

So [ll stay in and read and smoke 
For hunting business is no joke. 


MR. SPORT 


I hate to stop and see old Dave 
And listen to him rant and rave. 
Won’t get to hear the Radio 

*bout Slugger Bill, and Pitcher Joe. 
*bout how my horse ran in the fifth 
Won’t get to give my girl a lift. 
I'll pass him up, won’t stop today. 
A fellow has to have some play. 


MR. FAINTHEART 


Won't do no good to stop in there 
For all ’LL get is just the air: 
Jim’s store is good, his credit fine, 
But he don’t seem to like my line. 
I'll pass him up, won’t call today, 
But [ll come back again this way 


MR. SOAPER 


Hello there Bill, Gee you look great. 

The finest store in this whole State: 

The swellest windows, biggest stock. 

Yes, and you’ve got money in your 
sock. 

Business, yes you bet its swell. 

How’s it, for lunch, at the Hotel? 


MR. PLUGGER 


Boy, it’s almost five o'clock, 

I must find time to make this stop. 

Twelve calls today, and I’ve sold ten 

I'll make this call in here, and 
then— 

If I have time before he closes, 

I'll stop, and try to sell Old Moses. 
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Unique, differ- 
ent, and of def- 
initely superior 
construction and utility. 

Less stock 
quicker turnover — 


bigger profits. 
~ Write for data and 
GA prices. 


fo carey— 
and 


A soss 
Fin )=6 MANUFACTURING 
=, co 
= fed . 
a 648 East First Ave. 


: 


Roselle, New Jersey 
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All Dressed Up . . And 


Dolly is all dressed up and you can 
bet she has somewhere to go. Since 
the day Old Doc Penguin brought her 
into the world, she has been one of 
the most popular members of the 
Freezer family. And for a good rea- 
son. Dolly is popular in the neigh- 
borhood — she makes a friend of 
everyone she meets. 


Some Place to Go 


So today Dolly goes a-partying and 
look who goes along. Old Doc 
Penguin and their playmate, Husky. 
And why shouldn't they go along? 
They've both helped to bring up 
Dolly to be the popular little miss 
that she is today. 


Popularity Plus 

What mother would think of hav- 
ing a party without Dolly Madison! 
She is always the guest of honor. 

With the local hardware man, Dolly 
is “tops.” She can sit on his counter 
anytime — but she won't sit there 
long, he’s sure of that. Dolly is hard 
to keep around. The folks all see her 
and want to take her home. 


Dolly invites you to her party. 
The band will be playin 
“swing time” while her pals 
(Husky, Igloo, Penguin, and 
Zephyr) are waiting to show 
you all the new steps. 


CONCO ENGINEERING WORKS 


Division of H. D. Conkey & Company 
MENDOTA ®@ ILLINOIS 
Export Sales Dept. — 201 N. Wells 


CHICAGO, ILLINOIS, U.S.A. 
caeeieaiedlil 
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LINSEED OIL 


Price Equivalents 


A measured gallon of linseed oil is 
approximately 7% pounds. The equiva- 
lents shown below are on this basis. 


Price per 
Pound Gallon 
$0.06 465 

.061 473 
062 481 
.063 488 
064 496 
065 504 
.056 512 
.067 519 
.068 527 
.069 535 
07 543 
071 55 
.072 558 
073 566 
074 574 
075 581 
076 589 
.077 597 
.078 605 
.079 612 
08 62 
.081 628 
082 636 
083 643 
084 651 
085 659 
184 667 
.087 674 
088 682 
.089 69 
09 .698 
091 705 
.092 .713 
093 721 
094 .729 
.095 .736 
.096 .744 
.097 -752 
098 76 
.099 767 
10 775 
101 -783 
102 791 
103 -798 
104 806 
105 814 
106 822 
107 829 
108 837 
109 845 
ll 853 
11 86 
112 868 | 
113 876 
114 884 
115 891 
-116 899 
117 .907 
118 915 
119 .922 
2 .93 
121 .938 
122 .946 
123 .953 
0.124 961 
125 .969 
126 977 






Price per 
Pound Gallon 
14 1.085 
141 1.093 
142 1.101 
143 1.108 
144 1.116 
145 1.124 
146 1.132 
147 1.139 
.148 1.147 
.149 1.155 
ae 1.163 
151 Li 
152 1.178 
153 1.186 
154 1.194 
155 1.201 
156 1.209 
B74 1.217 
158 1.225 
159 1.232 
16 1.24 
161 1.248 
162 1.256 
163 1.263 
164 1.271 
165 1.279 
166 
167 
168 
169 
17 
171 
172 
173 
174 
175 
176 
177 1.372 
178 1.38 
.179 1.387 
18 1.395 
18! 1.403 
182 1.41] 
183 1.418 
184 1.426 
185 1.434 
186 1.442 
.187 1.449 
188 1.457 
189 1.465 
19 1.473 
191 1.48 
192 1.488 
193 * 1.496 
194 1.504 
195 1.511 
196 1.519 
.197 1.527 
198 1.535 
.199 1.542 
.20 1.55 
.201 1.558 
.202 1.566 
.203 1.573 
0.204 1,581 
.205 1.589 
-206 1.597 





Don’t Overlook 
Calking as a 
Profit Builder 


AINT or repair 
jobs and calking 
jobs go hand in hand. 
Stock and sell Pecora 
Calking Compound, 
the time-tested calk- 
ing material that is “48%: 
specified by leading PECORA 
architects and used by reputable build- 
LEA’ ers. Money cannot 
rtd ! buy a more reliable 
material. Now also 
packed in cartridges 
for use with Pecora 
Cartridge Gun illus- 
trated below. Makes 
PECORA calking easier and 
more profitable than ever. Don’t take 
chances with an in- 
ferior product. Push 
Pecora and avoid 
complaints, for prop- 
erly applied it will 
not dry out, crack 
or chip. 


DRAFTY 












This Gun 


With 3 Nozzles and 


4 Filled Cartridges 
Shipped Ezpress Collect 
or 


7s 





Creators of 
Calking Compound 
in Cartridges 


HIS new type, high pressure Car- 

tridge Calking Gun (patent applied 
for) is a great time and material saver. 
No messy filling of dirty gun. Assures 
a better calking job. Pecora Calking 
Compound is specially packed for this 
gun in non-refillable metal cartridge of 
approximately one quart capacity. 


5ECOR) 





Write for Folder and Prices 
Pecora Paint Company, Ine. 
Lawrence & Venango Sts., Phila., Pa. 

Established 1862 by Smith Bowen 
Member of Producers’ Council, Inc. 


PECORA SASH PUTTIES AND 
PECORA PERFECT PATCHING 
PLASTER 
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OYS today know bicycle values. 

They look for modern styling 
just as the automobile buyer looks 
for modern lines in a car. They 
demand smooth, easy action in all 
working parts and workmanship 
that shows up in fine, long lasting 
finish. They naturally expect the 
bike they buy from you to give good 
service—the result of rugged con- 
struction. Show them Shelby Bi- 
cycles and the sale is made. Every 
boy in the neighborhood who sees 
that new bike becomes your pros- 
pective customer. Every Shelby 
Bicycle you sell helps sell another 
like it. 

The interesting facts about the 
complete Shelby line will be sent 
promptly upon request. Ask for 
them. 


The Shelby Cycle Co., 110 Mack Ave., Shelby, Ohio 
Western Office and Assembly Plant, 935 South Wall Street, Los Angeles, California 





SPRAY 





PRINTING 
OUTFIT 





REAL PERFORMANCE—LOW COST 


Here’s just the outfit hardware dealers 
need to win volume business in spray 
painting equipment! 
For the first time — 
Jiffy brings real paint- 
ing performance to the 
low-priced field. Even 
a novice can secure 
quality workmanship! 
Jiffy is equipped with 
Crown’s new No. 18 
Pressure-Type Gun. Diaphragm Compressor (no 
pistons, cylinders or rings). Pressure-Feed Oil Sys- 
tem. Air Cleaner, Air Pressure adjustment, weight 
42 lbs. with motor. Guaranteed by Crown manufac- 
turers of famous Airflo outfits and full line of spray 
painting equipment since 1913. 





Write today for complete details, and a copy of 
Crown’s Merchandising Plan ... It will mean extra 
profits for you! 


CROWN SPRAY GUN MFG. CO.. 


1218 Venice Blvd., Los Angeles, Calif. e Warehouses in Principal Cities 
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@) TRA ea 


FREE DISPLAY 


FREE SAMPLE TRAP 
FREE CIRCULARS 


| Sent to every retailer 
| with his first order for 
1 Dozen No. 1 VG “The 
Victor Trap with the 
| Stop-Loss Guard”. 


Ask your wholesaler’s 
salesman, or write to us 


| ANIMAL TRAP COMPANY OF AMERICA - LITITZ, PA. 


H in SPARE TIME ) 
PPING % 
2 OF PELTS 
° 






Displayed 


SELL 








ERE’S what every trap-sell- 
H ing retailer wants—A WAY 
TO DISPLAY TRAPS ON THE 
COUNTER. 


No. 1 VG, the Victor trap with 
the “Stop-Loss Guard”, is pre- 
ferred by experienced trappers 
whenever they see it— handle it 
—test it. This three-color display 
board attracts attention, displays 
lacquered sample to best advan- 
tage, sells a better trap to 
smart trappers. 
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THE 


Greenlee 





Settast 


EXPANSIVE BIT 


Any customer having a more or less limited 
number of holes to bore in various sizes 
is a good prospect for the Greenlee Setfast 
Expansive Bit. Not only will you save him 
money by selling him one, but you will 
increase his faith in your judgment and 
in your merchandise. 





A Screw Driver and the 

Thumb quickly set the 

Cutter for the size of 
hole to be bored. 


Here is a tool that is quickly set to size by 
turning the adjusting barrel with the 
thumb, after the eccentric lock has been 
loosened by a quarter turn with a screw 
driver. It is quick and easy, and the 
cutter always stays locked. 

In addition to this feature, this bit is made 
with a wide, open throat, or chip channel, 
which eliminates clogging and permits un- 
interrupted boring. Let us tell you more 
about it. 


eld a, | St ae ele) Goce 


Rockford, IIlinots 


lumbia Ave 
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Saw Differences 


A saw with a few tooth points 
to the inch (say 6 or 7) will cut 
fast and make a comparatively 
coarse cut; these points are com- 
monly used for ordinary construc- 
tion work and similar rough saw- 
ing. The saws with many tooth 
joints to the inch (10 or 11) will 
make smooth, even cuts and are 
used mostly for interior finishing, 
furniture making, etc. 

Hand saws for cross cutting are 
made in sizes varying from 5- to 
1l-tooth points to the inch. The 
7-, 8- or 9-point saws, which are 
medium, are in greatest demand 
and are most satisfactory for ordi- 
nary work. 

In measuring the number of 
teeth in a saw, the cutting edge is 
measured from point of tooth to 
point of tooth and we speak of the 
saw as having so many points to 
the inch. 

The difference between cross-cut 
and rip saws is that the cross-cut 
is used for cutting across the grain 
of the wood and the rip saw for 
ripping or cutting with the grain; 
the cross-cut saw teeth being de- 
signed to cut across the grain simi- 
lar to a number of small knife 
blades and the rip, for cutting 
apart parallel to the grain with 
an action like so many chisels. 

Skew-back saws are curved on 
the non-cutting edge of the saw, 
the straight-back is cut straight 
from butt to point’ straight-backs 
are a little stiffer than skew-backs. 

Note: Ship-point saws are also 
known as narrow-point or light- 
weight saws. 

The most essential feature in the 
manufacture of a cross-cut saw is 
the material used in the blade. 
Cross-cut steel must be hard and 
tough, so as to prevent the teeth 
from bending or dulling easily 
and that they may hold their 
shape. It must withstand hard 
knots and obstructions, further- 
more it should file and set readily 
to save the filer unnecessary time 
in refitting, yet it must not be 
brittle, else the teeth and points 
will break off. 





Everyone Wants to See It 


1 TOOL OF 
a} AYN BJEF 1001 USES 

National advertising directs buyers to 
you for demonstration. Craftsmen and 
mechanics everywhere are enthusiastic 
about the marvelous performance of 
this all-purpose power tool. A great 
time and labor saver for work 
on all metals, alloys, glass, 
resins, celluloid, wood, stone, etc. 
Self-Demonstrator Set sells it. 
Requires only 2 square feet 


of counter space. 
The Handee is a whole shop full 
of tools in one. Uses 200 dif- 
ferent accessories to grind, 
polish, rout, drill, cut, 
carve, saw, engrave, etc. 
Plugs in any socket AC 
or DC, 110 volts. 









TWO MODELS 


STANDARD weighs 1 pound. 13,000 r.p.m. Re- 
tails for $10.75 and up. DE LUXE, fastest and 
most powerful tool for its type and weight, 12 
ounces. 25,000 r.p.m. Retails for $18.50. 





NEW — Big Profit-Maker 


Every Handee owner is a steady cus- 
tomer for accessories. Here’s a counter 
display that sells them — theft-proof, 
dust-proof, glass-top case takes up only 
1% square feet. Contains 80 livest 
varieties of sales-tested accessories most 
in demand, 3 of an item, plainly illus- 
trated and priced for easy re-ordering. 


WRITE TODAY FOR 


SPECIAL DEALS 


on Accessory Case and 
Free Handee Self-Demonstrator Set 


Chicago Wheel & Mfg. Co. 


1101 W. Monroe St. Dept. EE Chicago, Ill. 


Copy. 1937, Chic. Wh. & Mfg. Oo. 
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Shelburne Falls ~ Mass. a 


1332 William Street, Montreal, Canada 
15 Mallow Street, Old Street, London, E.C.1, England 


MAYHEW STEEL PRODUCTS, Inc. 
U. S. A. 





ALWAYS IN DEMAND! 
MAYHEW TAPER PIPE TAPS 


—Carbon Steel— 


Every plumber, steam fitter and shop man 
must use one on practically all construction 
re-thread jobs. Made of high analysis carbon 
tool steel, carefully hardened and tempered. 
Write for catalog page listing complete 
specifications. 
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-COPPER & BRASS 


Belt & Trunk 
Rivets & Burs 
Round, Flat, Counter- 
sunk Head Rivets 
Washers 





ONLY A 
| BRUSH THAT 
| IS TRADE MARKED 


RUBBERSET 


(tRavE mark) 


IS A GENUINE 
RUBBERSET 
BRUSH 









JUNE 17, 1937 






















METAL [OP ANOSS & PULLS | 


) PRELS. ILLUS 
BEAUTIFUL 


SELLER 


For sale by 
» Jobbers everywhere 


(WER PULLS RAWER KNOBS 
, 150 Crystal 


2151 Black 








9) 
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No 
No. 2 
No. 2 
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No 
No 






tt FINISHES ON METAL PARTS 
LR BY NUMBER 


LOS ANGELES AND NEW YORK 


Los Angeles office—2050 East 48th St. 





New York office—56! Broadway 








Stock and Profit with 


“G & B” QUALITY Products 


POULTRY NETTING 
STRAITLINE FENCING 
GALVANIZED HARDWARE CLOTH 


SCREEN WIRE CLOTH: 
“PEARL” 

“ACME” ELECTRO GALVANIZED 
PAINTED BLACK 
COPPER 
BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Betablished 1818. America’s Oldest Woven Wire Factory-Manufacturors 
WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in oft Meshes and Ga 


uges 
New York City Georgetown, — Blue Island; tI. Kansas City, Mo. 
San Francisco 


WIRE 
Goops 


GéB 


QuALITY 


Provucrs 




















BOUGHT 


BECAUSE OF 


THEIR 
Vue 














Master 


PADLOCKS 
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Just Among 
Ourselves 


(Continued from page 23) 


household appliances, 40% and 
unaccounted for, 18%. Of inter- 
est to the hardware merchants are: 
part of the 3% for automobile ac- 
cessories and repairs; part of 7% 
for improvements and repairs to 
houses; part of the 2% for house- 
hold furniture and furnishings; 
and all of the 40% for household 


.appliances. More than half of this 


borrowed money was definitely in- 
vested in services and merchandise 
available from hardware stores. 
These figures show conclusively 
the trend of consumer wants and 


| that goods normally sold by hard- 


ware stores are in demand. That 
forty per cent of this borrowed 
money went for household ap- 
pliances is of the utmost impor- 
tance and encouragement to the 
hardware trade. It should en- 
courage an increasing number of 
hardware merchants to further 
develop their sales on major elec- 
trical appliances. As HARDWARE 
AcE has frequently pointed out. 
the hardware stores of this coun- 
try vitally need the sales of highe1 
priced units (such as major ap- 
pliances) to offset the numerous 
small unit sales that are funda- 
mental to a hardware store’s func- 
tion. 


FLORIDA LAW- 


The Florida Recovery Bill was 
approved by the House but the 
Senate of that state killed the mea- 
sure on May 26 with a vote of 18 
to 16. The vote was to “postpone 
indefinitely consideration of the 
measure.” This law was completely 
explained in an article by Saund- 
ers Norvell which appeared in 
HarpwarkE AGE on page 29, Jan. 
28, 1937 issue. At the recent New 
Orleans Convention, Robert H. 
Givens, Tampa, Fla., attorney and 
an active sponsor of the measure 
gave further details which were 
published in Harpware AGE, is- 
sue of May 6, 1937. Remembering 
Mr. Givens zeal for this measure 
and recalling the enthusiastic re- 
sponse from Florida readers, fol- 
lowing the publication of these 








two articles I doubt that the 





Powerful advertisements widely seen 
Tell customers about New Ever Green 














This newsy poster on your glass 
Attracts all gardeners who pass 





And in your store a new display 
To sell the spray florists Okay! 


14,428,320 
SALES MESSAGES 


in the powerful national advertis- 
ing campaign on NEW EVER 
GREEN SPRAY in leading home 
and garden magazines. Newsy 
posters. Eye-catching displays. 
Geared for quick sales and profits. 
NEW EVER GREEN SPRAY, 
widely known plant insecticide, 
gives maximum killing power but 
is non-poisonous when sprayed. 
Florists use it—approve it. Home 
gardeners prefer it. Order now 
from your fobber—or write to 
McLaughlin Gormley King Co., 
Minneapolis, Minnesota. 


DISPLAY...NEW 


EVER GREEN SPRAY 
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WHAT? THREE CARLOADS OF 
“RAFTING” 


CHAIN? 


Yes! That’s what it takes to 
build just one big log-raft out on 
the Pacific Coast. But YOU don’t 
need to buy a huge quantity of 
Chain to get the A-No. 1 quality 
that is assured by 











WINDOW GLASS | 
Whatever the cost of a | | 
bet of Window cio | | | | **$MieKay’s 50 years of 
indows are je eyes oO j ; ee 
knowing how. 




















the home-—-through them | 
the owner has either a 
clear bright outlook or 


CLEARLITE hos that brite Regardless of the size of your 
liant lustre and perfect ; 
ee ee | order, it will receive prompt 


clear vision. Specify Clear- 
lite “A” Quality Glass 
for flooding the home 
with sunshine and light. § 






attention. 







For quality Chain, better line up 
with... 


FOURCO GLASS CO 
General Offices 
ch Sales Offices 
a. ae THE McKAY COMPANY 
McKAY BUILDING PITTSBURGH, PA 
ly U.S. Chain & Forging Co.) 


T. SMITH, ARK 


0 EW Kind of HOSE REEL 


He) a4 = 


SPRINKLING 
PROBLEM 


Water Runs Through Hose 
While Reeling or Unreeling 


ae 
No dragging of hose . . . no soiled TAR re); | 









hands or clothes. Patented brass . D 


water-tight revolving joint; all _- = 
steel drum and frame; portable. Each in re- 
shipping corrugated mailable box 24 lbs. Sam- 
ple sent on approval to rated firms. 


,»PRICES ON Open Stock 4or 
REAL REEL Each $3.00 — $2.15 


FLEX-NEK (right) Rust-resistant, water-tight flexible 
tubing on steel base; makes common nozzle the handiest 
sprinkler available. 6 in box with colored dis- 
play card, 5 Ibs. Sample sent on approval to 
rated firms. 


PRICES ON = $5.50 3 Doz. $5.00 Des. 


FLEX-NEK or More 
TERMS—April Ist dating; 2% 10 days, net 30 days. 


MANUFACTURERS yy. ciio0" (S°Sner ‘ane: 
ac ‘ . looki 
AGENTS Seer se Sar See on 


summer write us for full particulars. 


— 


{f your jobber cannot ANKER HOLTH MFG. CO. 


supply you, order from 
factory. DEPT. H. A., Port Huron, Mich. 







- La 
A new and complete line of ready to nail Horse, 
Mule and Bronco shoes. Strong, tough, long 
wearing. Like all Diamond Shoes they are 
perfectly balanced, and shaped to fit the average 
horse's foot without alteration. Nai! holes are 
clean, correctly tapered and spaced. Easily nailed 

Write for information. 


: CALK onees inn : 


Mel GRAND » 
PT pg Op 
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Spot light! 





In Steel Traps the spot light 
of hardware trade interest 
is centered on 


BLAKE & LAMB 


Ask the jobber who dis- 
tributes them, the dealer 
who sells them, or the 
trapper who uses them! 


THE HAWKINS COMPANY 


South Britain, Connecticut 




















Display these 
| Cards they Sell 
| Themselves! 


| planatory — re- 
| quires little dis- 


| business at no ex- 
| pense or time. 


| ting requirements. 
| Build your saw 


| Trojan Way. 


| will cut any materia 


| 
























Coping, Scroll 
Jig Saw Blades }' 
on cards. Easy \' 
to handle—easy to 
sell. Self ex- 


play room. in- 
duces volume 


Cards carry a 
balanced se le e- 
tion for all eut- 


business the 











A rapid ecard seller. Very handy and useful around home— 
1. Blade adjustable to 4” length be- 
yond frame. Will fit into places that others will not. 
Mounted on an attractive two color display card with two 
blades—one fine, one coarse. For general sawing require- 
ments this saw enjoys a volume turn over business. 


Write for Free Catalogue 


ACKERMANN-STEFFAN AND CO. 
4509 Palmer St. Chicago, Illinois 











These twin Dixon products find 
a ready market in all plants 
where threaded or gasketed 
pipe, or other tight joints must 


be made. They insure perma- 
nent tightness and easy disas- 
sembling, even years later, have 


JOSEPH DIXON 
Jersey City 





been on the market for many 
years and are widely used and 


favorably regarded everywhere. | 


In convenient packages and bulk. 
Send for Booklets D-40 and 
GS-40. 


Dixon's Graphite Seal — tight 
against hot and cold, oil, gaso- 
line, air, gas and non-aqueous 
solvents. Tested and approved 
by Underwriters’ Laboratories. 


Dixon's Pipe Joint Graphite 
Compound —impervious to 
steam, gas, air, acid alkalies, 
brine, and all aqueous solvents. 






CRUCIBLE CO. 
New Jersey 








Florida Senate will be permitted 
to “postpone indefinitely consid- 
eration of the measure.” It was a 
close vote at that and close enough 
to encourage the laws sponsors to 
resume their fight. This law was 
another drastic example of anti- 
chain store thinking and its prog- 
ress continues an important link 
in the anti-chain store fight. 


Coming 
Conventions 
and Events 


Associated Pot and Kettle Clubs 
Annual Convention, Hotel Gearhart. 
Gearhart, Ore., June 25 to 27 in- 
clusive, 1937. J. M. Robertson, sec- 
retary-treasurer, 4725 District Blvd., 
Los Angeles, Cal. 


Mississippi Retail Hardware and 
Implement Association 3lst Annual 
Convention, White House Hotel, 
Biloxi, Miss., June 14 to 16 inclu- 
sive, 1937. John F. Jennings, secre- 
tary, 307 Standard Life Bldg., 
Jackson, Miss. 


National Federation of Implement 
Dealers’ Associations 38th Annual 
convention, Hotel Sherman, Chicago, 
Ill., Oct. 6 to 8 inclusive, 1937. H. 
J. Hodge, secretary, Abilene, Kan. 


National Retail Hardware Asso- 
ciation’s 38th annual congress, Bilt- 
more Hotel, Los Angeles, Cal., July 
12 to 15 inclusive, 1937. H. P. 
Sheets, managing-director, 130 East 
Washington Bldg., Indianapolis, 
Ind. 


Housewares and Major Appliance 
Market, including toys and wheel 
goods, The Merchandise Mart. 
Wells St. at the River, Chicago, IIl.. 
July 5 to 17 inclusive, 1937. 


New York State Retail Hardware 
Association Annual Convention and 
Exposition, Hotel Statler, Buffalo. 
N. Y., Feb. 8 to 10 inclusive, 1938. 
John B. Foley, secretary, 510 Hills 
Bldg., Syracuse, N. Y. 


New York Housewares Show. 
Hotel Pennsylvania, New York City, 
July 11 to 17 inclusive, 1937. Miss 
Fio English, excutive secretary, 
New York Housewares Manufactur- 
ers’ Assn., c/o Hotel Pennsylvania, 
New York City. 
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Quik flame. 
ASBESTOS 


KINDLER WICKS 


FOR OIL STOVES, RANGE BURNERS 
AND HEATERS 
THE RAYBESTOS DIVISION 
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These NEW TWINS FREE 


STOP-A-DOR enps ouUTWARD SLAMS 


— 













THIS "“SNUBBER" 
DOES THE TRICK 


CRACKED DOOR FRAMES 
BROKEN GLASS PANELS 
| ACCIDENTS FROM WIND 


_ Only 50c 











PAT. Pending 


Prevents 


Complete 
Ready to Install 





EVER-WARE Hydraulic DOOR CLOSER 
Silently CHECKS-CLOSES and LATCHES 


Lowest price hydraulic closer on market. For screen, storm and 
light inside doors. 

Amazing performance — All metal parts — Fully Guaranteed — Fits 
RIGHT or LEFT HAND DOORS. 

No. |. Complete—Ready to install (to open 90°) Only $2.00 
No. 2—Complete—Ready to install (to open 135°) ‘' $3.50 
Get all the facts of FREE OFFER NOW! 

Install Demonstrators and Make Big Profits. 


WARE BROS., 4456 W. Lake St., Chicago, Ill. 








Uniformly made 
to recognized 
ie i 








THE CORBIN SCREW CORPORATION 
THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 
NEW BRITAIN, CONN. 


Warehouses: New York * Chicago * Philadelphia 




















“ROTABIN” 


Counter Model 


Rotating Steel Bins— 





Display NAILS Plainly .. . 
Accessible From Either Side 


Brings your nail stock right out in the open 
where both customers and dealers can see the 
kind and sizes of nails wanted. Soon returns 
its cost in additional sales. Bins revolve at the 
slightest touch. Counter is 7 ft. long, 32 ins. 
wide and 36 ins. high. Steel with laminated 
wood top covered with Gov't standard green 
lincleum. Two rotating cabinets of 3 sections, 
12 compartments each, total 24 compartments, 
capacity 125 Ibs. of nails each compartment. 


Beautifully finished in olive green baked enamel. 
Also upright models nail bins. Write for Folder 
and Net Prices. 


THE FRICK-GALLAGHER MFG. CO. 
Wellston, Ohio 


‘DENISTON 












**Lead Seal” NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service 
Smart dealers everywhere sell it as a profit-maker 
nd good will builder. Note the famous ‘‘Lead 
Seal’’—the lead under the head and down the 
shank actually plugs the nail hole with lead! .. . 
Ask your jobber or write us for samples and dem 


onstrator blocks. 
The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL 


GET THIS 


New, Useful 


CATALOG 
of 


TOOLS 


Good To Look At 
Profitable to Use 


SEND POSTAL TODAY 
LANDON P. SMITH, INC. 
130 COIT ST., IRVINGTON, N. J. 


KEY BLANKS 


OF EVERY DESCRIPTION 




















Catalogue on Request 


GRAHAM MFG. CO. 


Dept. W. 
Derby, Conn., U.S. A. 
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Malleable Pipe Fittings 

Standard malleable iron 
screwed fittings are made plain 
and beaded. Plain fittings are 
generally used for low-pressure 
gas and water service as in house 
plumbing and railing work. 
Beaded fittings are the standard 
steam, air, gas and oil fittings. 
Beaded fittings in sizes 4 in. and 
smaller are made in nearly every 
useful combination of openings. 





Building Data 

1000 shingles, laid 4 in. to the 
weather, will cover 100 sq. ft. of 
surface and 5 lb. of shingle nails 
will fasten them on. One-fifth 
more siding and flooring is needed 
than the number of square feet of 
surface to be covered because of 
the lap in siding and flooring. 
1000 laths will cover 70 yd. of 
surface and 11 lb. of lath nails 
will nail them on. Eight bushels 
good lime, 6 bushels sand, 1 
bushel hair makes mortar, to plas- 
ter 100 sq. yd. One cord of stone, 
3 bushels of lime and a cubic 
yard of sand will lay 100 cu. ft. 
of wall. Cement, 1 bushel; sand, 
2 bushels, will cover 344 sq. yd. 
l-in. thick; 44% sq. yd. %-in. 
thick, and 634 sq. yd. ¥4-in. thick. 
One bushel cement and 1 bushel 
sand will cover 214 sq. yd. 1-in: 
thick; 3 sq. yd. 34-in. thick, and 
41% sq. yd. %-in. thick. 





Rethreading Work 


In addition to cutting new 
threads the tools in a screw plate 
are very handy for repairing 
bruised and broken threads. Most 
screw plates have “bit brace 
guides” for more conveniently 
handling such work. With this 
device the die can be used in 
cramped quarters without difh- 
culty. 


Goodrich Red Book 


Catalogs, Goodrich products, and 
sales helps for the tire, battery, and 
accessory dealer. The volume, 80 pages, 
8 by 11 inches, is not for distribution 
to the consumer. Tires and tubes of 
all types take up 17 pages; batteries 
and battery equipment, seven pages; 
accessories, 11 pages, and 34 pages are 
devoted to a listing with illustrations of 
every advertising and sales promotional 
help which the company furnishes its 
dealers. The B. F. Goodrich Co., Ak- 
ron, Ohio. 











HELP PREVENT FIRES 


SELL your customer 
-R a woven Steel Burner 
| Safe Anywhere 
Two Popular Sizes 


$14.40 and $18 


| — per doz. net — 
Shipped K. D. 
Easy to set up 
F. O. B. Prov., R. I. 
H. B. BORNSIDE, Mfr. 








oe and MACHINISTS 
ev. "Chicago 


erywhere 

Rawhide” Hammers because their 
igh dheads strike powerful, true, 
non-marring blows. Their tough 
(compressed water buffalo hide) in- 
serts hold their smooth face, are 
easily replacable. Every sale makes 
a repeat cust The ding 
line of “soft” hammers, mallets, 
, all sizes. Write for circular 


Chicago Rawhide Mfg. Co. 
1285 Elston Avenue, Chicago, U.S.A. 























The Original 
“HORSESHOE MAGNET” 
HAMMERS 


8teel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack 


| ARTHUR R. ROBERTSON 
Sele Manufacturer 
890 Atlantic Ave.. Boston, Mass 











COOKS(Z-CM WAIL 
inn L CLIPPER of Wf dd AY 


iim, The “Gem Junior” 
Meg : . 
. An eye-pleasing streamline 
clipper with keen, hardened 
cutting jaws and efficient 
file and cleaner. Colorful 
counter card displays one, 
stores eleven. Retail, 25¢. 
At jobbers’. Send for cata- 
log price sheet. 


The H. C. Cook Co. 


Ansonia, Conn. 








Hf you re 
Looking for 
THE CLASSIFIED 
OPPORTUNITIES 
SECTION 
TURN TO 
PAGE 386 
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Model No. 80 Washer Is 
a modern streamlined 
beauty! 


Model No. 53 Itroner, 
cabinet with porcelain 
table top. 





@ Horton presents the greatest sales-winning team of 
home laundry appliances in the industry. Strikingly 
modern lines, important exclusive features, a complete 
price range, backed by an advertising campaign in 17 
important magazines! Write for details; no obligation. 


HORTON MANUFACTURING CO. 603 Osage St. Fort Wayne, Ind. 


HORTON WASHERS—IRONERS Since 1871 


IT PAYS TOW-}1.8- Dba. ae oe 
BUY THE BEST hell tell you 


Kraeuter Pliers have 
been the favorite of 
experienced Mechan- 
ics for the past 70 
years. They'll help 
turn out better work 
with less time and effort. There’s a model 
for every purpose. For full information, 
write Dept. “HA.” 


KRAEUTER & CO. manutacturers of 


(Pronounced KROY-TER) Highest Quality Pliers 


NEWARK, N. J. and Tools Since 1860 



















THE DIFFERENCE 
BETWEEN KRAEUTER 
PLIERS AND THE 
ORDINARY KIND 
MEANS MONEY IN 
MY POCKET 














BETTER CATALOG 


oO" system of compiling Hardware Jobbers’ 
Catalogs is both unique and efficient. The 
entire job -- from original layout to the finished 
book -- is handled under single responsibility. 
For this reason production hums along withouta 
hitch from the moment you say “O.K.”” 35 years 
of catalog building experience guarantees the 
result -- a book designed to sell your goods! 







Samples upon request. 
May we quote on your 
next catalog? 


























BARKER 


The NORTH AMERICAN Press 


Hardware Catalog Specialists 
728 N. Seventh St. ere Milwaukee, Wis. 
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To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 


WATERPROOFED - GUARANTEED 
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Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
It?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
iasue published on August 27, 1936. 


The “Who Makes It?”’ issue of Hardware Age enables you to quickly locate sources of 


supply and helps you answer many questions regarding brand names, products, etc. 


Burns, Kans.: Where can we ob- 
tain fish hooks made in Norway?— 
Lyons Supply Co. 

ANSWER: Edward W. Simon Co.. 
Inc., 320 Broadway, New York, N. Y. 


* * * 


Charleroi, Pa.: Who makes 
aluminum step ladders? — Grant- 
Bliss Hardware. 

ANSWER: Aluminum Ladder 


Co., Tarentum, Pa. 
* * * 


Montreal, Can.: Please furnish 
name and address of the manu- 
facturer of the Carll wrench— 
James Walker Hardware Co. 

ANSWER: M. W. Robinson Co.., 
28 Warren St., New York City. 


* * * 


Daytona Beach, Fla.: Who makes 
shower curtain’ rings marked 
Caco?—Dunn Bros. Hardware Co. 

ANSWER: C. Austern Corp., 29 
E. 22nd St., New York City. 


* * * 


Cleveland, Ohio: Who makes the 
Oak Leaf lawn mowers?—L. M. 
Benda Hardware. 

ANSWER: This is a special brand 
of the Simmons Hdwe. Co., 900 
Spruce St., St. Louis, Mo. 


* * * 
Holyoke, Mass.: Who manufac- 
tures the Lightning (gasoline fired) 


wall paper steamer?—J. Russell & 
Co., Inc. 


ANSWER: Warner Mfg. Co., 801 
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l6th Ave. S. E., Minneapolis, 
Minn. 
* * * 


Phila. Pa.: (1) Who makes the 
Sharp Shooter punches and (2) who 
makes the Miterite mitre box?— 
Supplee-Biddle Hardware Co. 

ANSWER: (1) Trimble & Fink 
Co., Inc., Baltimore, Md. (2) Na- 
tional Specialty Co., Fort Wayne, 
Ind. 


* * * 


Panama City, Fla.: Who makes 
Shuffle Boards? — Fisher-Stinson 
Hdwe. Co. 

ANSWER: Daytona Beach Shuffle 
Board Co., Philmont, N. Y. Detroit 
Wood Products, 14286 Schaefer 
Highway, Detroit, Mich. Shuffle- 
board Equipment Co., Nappanee, 
Ind. 


2» & © 


Webster, Mass.: Where can we 
secure dies to cut threads on wood? 
—Waite Hardware Co. 

ANSWER: H. Boker & Co., 101 
Duane St., New York City. 


* * * 


Penn’s Grove, N. J.: Please fur- 
nish name and address of a manu- 
facturer of wooden shoe pegs.—R. 
F. Willis & Bro., Inc: 

ANSWER: Kearsarge Peg. Co., 
Plymouth, N. H. 


* * * 
Straughn, Ind.: Where can we 


secure repairs for a Diabolo 
cream separator?—Omer Hall. 


ANSWER: United Engine Co., 
Lansing, Mich. 


* @ @ 


Tannersville, N. Y.: Who makes 
the Stanley Ovenette?—Olins Dept. 
Store. 

ANSWER: Stanley Savage Mfg. 
Co., 1906 N. Cicero Ave., Chicago. 
Il. 


* * * 


Pilot Mountain, N. C.: Where 
can we secure repairs for a Walter 
A. Wood hay rake?—Fulk Hard- 
ware Co. 

ANSWER: [Illinois Iron & Bolt 


Co., Carpentersville, Ill. 
* * * 


Boston, Mass.: Who makes brass 
sill cocks in the shape of Animals? 


-B. F. Macy. 


ANSWER: Henry Weidman Mfg. 
Co., 168 Center St., New York City. 


* * * 


Rhinelander, Wis.: Who makes 
mosquito head nets?—Schooley- 
Forbes Hardware Co. 


ANSWER: Rhoades Mfg. Co., 
Sault Ste. Marie, Mich. Dadant & 
Sons, Hamilton, Ill., Ed Cumings, 
Inc.,- Flint Mich. 


* * * 


Ashland, Ohio.: Who makes the 
Nu Trix thread _restorer-tool?— 
Ashland Hardware Co. 


ANSWER: Reiff & Nestor Co., 
Lykens, Pa. 
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ELECTRIC 
FENCE INSULATORS 


= AG 


All Sizes 
Write for full in- 
Porcelain Products, Inc. 
Findlay, Ohio 





formation. 

































Build a Better Business with 
a New PITTCO Store Front 


[jist TTS BURGH, 
PLATE GLASS COMPANY 


GRANT BLDG. PITTSBURGH, PA. 

















ALWAYS NEEDED! 
A List of 


WHOLESALE 
HARDWARE 
HOUSES Giving 


Names and Addresses; Capitaliza- 
tions; Lines Handled; Territories 
Covered; Number of Men Travelled; 
Names of Officers and Buyers. 


Useful for 


PERSONAL SALES CONTACTS 
CREDIT DEPARTMENT 
DIRECT MAIL WORK 


HARDWARE AGE VERIFIED LIST 
239 W. 39th 8T., NEW YORK, N. Y 





Price $10.00 a Copy 
Check with Order 
























Send For 

The New 
List and 
Prices! 






NW 


PEVMLALY 
——o | 
paanana PEO 
















DISPLAY ASSORTMENTS OF 
LETTERS, FIGURES, HOUSE NUMBERS 


PREMAX SALES DIVISION 


Chisholm-Ryder Company, Inc. 
3801 Highland Ave. Niagara, Falls, N. Y. 





































| Recommend a Leader 
CORTLAND 


| GRAY-WICK 


| This tough time-tested Open Hearth 

| Copper Bearing dull galvanized and 

| enamel coated wire cloth is your double 

| protection: I, customer satisfaction 
2, more sales. 

WIRE - WIRE CLOTH - POULTRY NETTING 

HARDWARE CLOTH - WIRE NAILS 


aWICKWIRE BROTHERS 






Cc OR TLAN O:*>N-E WwW VO Bs 4). S.A 







The Uniform 
NUT MEAT CHOPPER 






GOOD... 


For Summer Foods 
and Summer Sales 







Your Jobber Has Choppers in Stock 


METWOOD MFG. CO., 






Rockford, Illinois 
















PORCELAIN ENAMEL 
INSTITUTE, Inc. 


612 NORTH MICHIGAN 
AVENUE e CHICAGO 









Please send me, abso- I 
lutely free, a copy of J 
your new, easy-read- 

ing, profusely  illus- 1 : 
trated sales manual I 
on Porcelain Enamel 

















OS 7 
Firm l 
i 






















JUNE 17, 1937 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word. mini- 
mum 50 cents per insertion. 
All Other Classifications 
Set Solid, Maximum of 50 words... .8$3.00 
Each additional word............ .06 
All Capitals, Maximum of 50 words... 4.00 
Each additional word............ -06 
Allow Seven Words for Keved Address 
Boxed Display Rates 
OD a.6.00:6 b40465 24 660 Kesneens $5.00 
Each additional inch...........+-. 4.00 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers. Jobbers’ Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 
ments 


—— — oe 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order. 
not currency. 
a 2 ss 
HARDWARE AGE is published every other 
Tharsday. Classified forms close 13 days 








previous to date of publication. 


NOTE 
Samples of Literature, Mer- 
chandise, Catalogs. ete., will 
not be forwarded. 


Address your correspondence and replies to 


HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St.. New York City 











HELP WANTED 


SALES REPRESENTATIVES WANTED 





RETAIL CLERKS OPPORTUNITY. LARGE 
DISTRIBUTOR will train one or two young am- 
bitious retail clerks, thoroughly experienced hard- 
ware, house- furnishings, plumbing, electrical sup- 
plies; be in line for open territory. Must have 
the following additional qualifications: pleasing 
personality, neat appearance. State salary, full 
details. Letters kept strictly confidential. Ad- 
dress Box C-577, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 


SALES ACCOUNTS WANTED 








HICKORY HANDLES 
One of the oldest and most substantial manufacturers 
of hickory tool handles desires representation in the 
following cities and surrounding sections: Chicago, 
Cleveland, Detroit and Pittsburgh, also in the State 
of New York outside of Manhattan district and in 
New England. Prefer those with successful experi- 
ence in selling hickory tool handles. Our line is 
unsurpassed by that of any other ad and stands 
high in many markets of the coun 
Address Box C-598, care of HARDWARE AGE 
239 W. 39th St., N. Y. City 














BUSINESS OPPORTUNITIES 





FOR SALE: A MODERN WELL-STOCKED 
hardware business in County Seat town in. Kansas. 
Address Box C-497, care of Harpware Ace, 239 
W. 39th St., N. Y, City. 


FOR SALE—MODERN LAWN MOWER 
factory, now in operation. Established 40 years. 
Other business reason for selling. Address— 
Box 15, Elwood, Indiana. 


MERCHANDISE WANTED-—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 


TWENTY-SEVEN YEARS HARDWARE 
AND paint business, in Chicago suburb; stock 
and fixtures invoice $20,000. Will sacrifice for 
$12,000; $6,000 or $7,000 cash, balance $1,600 per 
year. Rent reasonable. Address—John Debus, 
Franklin Park, Illinois. 


HARDWARE AND HOUSE FURNISHINGS. 
ATTRACTIVE store located in Bergenfield, New 
Jersey, on principal thoroughfare, one of the 
fastest growing communities. Established 10 
years. Has steady and prosperous clientele. 
Long term lease available. Sell at very reason- 
able price, terms. Address Box C-594, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


OPPORTUNITY FOR EXPERIENCED 
HARDWARE MAN having upwards of four 
thousand dollars to invest. Hardware business 
established three and a half years ago in Arizona’s 
second largest, and fastest growing city, needs 
additional capital and additional experienced man. 
Fine opportunity for someone wishing to locate 
this section. Address Box C-575, care of Harp- 
ware Ace, 239 W. 39th St., N. Y. City. 


SALES REPRESENTATIVES WANTED 


SALES AGENTS WANTED IN ALL TER- 
RITORIES CALLING ON HARDWARE 
TRADE AND ELECTRICAL SUPPLY 
HOUSES TO SELL OR HANDLE A WELL- 
REPRESENTED PRODUCT WHICH IS A 
FIBRE EXPANSION PLUG, ALSO TOOL 
HOLDERS AND DRILLS FOR SAME, WHICH 
IS GREATLY IN DEMAND. A MOST EXCEL- 
LENT OPPORTUNITY FOR PROGRESSIVE 
MEN. ADDRESS BOX C-588, CARE OF 
HARDWARE AGE, 239 W. 39TH STREET, 
N. Y <i 
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WAGON JOBBERS NEEDED IN PHILA- 
DELPHIA, Pittsburgh, Louisville, Milwaukee, 
Illinois (outside Chicago), and all Southern 
States—fast selling hardware specialty for hard- 
ware stores and lumber yards. Address Box 
C-561, care of Harpware Ace, 239 W. 39th St., 
S. ¥. City. 


MANUFACTURER OF A COMPLETE LINE 
of chrome metal covered mouldings desires repre- 
sentatives throughout the United States and 
Canada to call on lumber yards, theatrical trade, 
and display and sign manufacturers. Excellent 
proposition to live wire agents. Address—S. 
os — Mfg. Corp., 27 Ludlow St., 
i ity. 








WANTED —SALESMEN EXPERIENCED 
IN SELLING pressure cookers to wholesale hard- 
ware and department store trade. Territories 
open middle West, South, Southwest and West 
Coast. Salary and expense basis. State experi- 
ence, age, etc., in letter of application. Address 
Box C-597, care of Harpware Ace, 239 W. 39th 
St... .. ¥.. City. 


MANUFACTURER OF POPULAR-PRICED 
HARDWARE specialties and, toys desires ex- 
perienced salesmen contacting Wholesale hardware, 
variety and syndicate trade, to sell our line on 
commission basis. Exceptionally low prices assures 
volume business. State lines handled and territory 
covered. Address—The Era Products Corp., 
Upper Sandusky, Ohio. 


SALESMAN CALLING ON MANUFAC- 
TURERS, machine shops, etc., to sell complete 
line of band hack saws and blades, also band 
hack saw machine. Old established line patented 
blade as leader. Territory—Metropolitan, New 
Jersey, Connecticut, Philadelphia, Baltimore. At- 
tractive side line. Address Box C-592, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


AN OLD-ESTABLISHED MANUFACTURER 
OF well-known line of pump leathers desires to 
make connection with an aggressive sales repre- 
sentative calling on the hardware jobbing trade in 
Minnesota and Wisconsin; also Michigan, Louisi- 
ana, Mississippi, Alabama, Virginia and Mary- 
land. Address Box C-595, care of HARDWARE 
Ace, 239 W. 39th St., N. Y. City, stating age, 
territory covered, lines handled and details of 
previous experience. 


SALESMEN—TO REPRESENT OLD ES 
TABLISHED saw manufacturer offering com- 
plete line of saws, including crosscut saws and 
hand saws, to the hardware trade, opportunity to 
sell hardware jobbers and hardware dealers. Must 
travel most of time and have experience selling 
bardware jobbing trade. Give full details in first 
letter stating age, education, lines now carried, 
territory covered and how often. Address Box 
> oe care of Harpware Ace, 239 W. 39th St., 

. City. 














EXPORT TO MEXICO 
American hardware and tools have a better chance to 
be sold in Mexico than ever before. With prices 
rapidly increasing in Europe, and slow deliveries, 
importers in Mexico prefer buying in the U. 8S. 
more than ever. Active, well connected hardware 
agent with many customers, who works for a few 
well-selected American nesSamse manufacturers, 
would like to represent two or three good makers of 

tools, household and kitchen article, locks (no pad- 
locks) and fittings. Good referen 
Please write to W. Picard, Rosal 200, Col. del Valle, 
Mexico, D.F. 











Pe ay nd SALES COMPANY, 405—4th St., 
E. Atlanta, Ga., manufacturers’ agency. Clien: 
ok wholesale jobbers hardware, mill supply and 
automotive. Territory southeast—experience 16 
years. Desire volume line which sells and repeats. 


WANTED—HARDWARE LINES. MANU- 
FACTURER’S REPRESENTATIVES desire 
to contact manufacturers of hardware items suit- 
able for sale to both hardware jobbers and chain 
stores. Twenty years’ experience. Cover Indiana, 
Illinois and Wisconsin. Two men financially re- 
sponsible, exceptional chain store connections. Ad- 
dress Box C-599, care of Harpware AcE, 239 W. 
Sh Se... HY. City. 


POSITIONS WANTED 


BUILDERS’ HARDWARE MAN WITH 
FIFTEEN years’ experience in Southeastern 
States as layout man, estimator and purchaser, 
available for connection about August first. Ad- 
dress Box C-593, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 


20 YEARS’ EXPERIENCE GENERAL 
HARDWARE and machine tools would like 
line such as drills, taps, etc., so that I could 
call on jobbers and textile in and around Phila- 
delphia. Thirty-seven years of age, best of ref- 
erences as to honesty, character, etc. Address 
Box C-582, care of Harpware Ace, 239 W. 39th 
St... BM. ¥. Cite. 




















EXPERIENCED SALESMAN’ WITH 
STRONG FOLLOWING among jobbers and 
chain stores in the southwest desires connection 
with reliable manufacturer as sales representa- 
tive. Know the territory and know merchandis- 
ing, have clean successful record and first-class 
reterences. Correspondence invited. Address— 
P. 9. Box 2737, Dallas, Texas. 


MANUFACTURERS’ SALES PROBLEMS— 
ANALYSIS — SURVEYS — distribution — mar- 
keting. Experienced. Also knowledge of build- 
ers’ general and specialty lines, having traveled 
most of the United States. Would accept for time 
of part or entire problem. Address Box C-475, 
care of Harpware Acz, 239 W. 39th St., N. Y. 
City. 


HARDWARE MAN THOROUGHLY EX- 
PERIENCED IN retail hardware, paints, stoves 
and kindred lines desires position with respon- 
sible firm. Capable of buying, arranging and 
have done some managing. Best of references. 
Prefer Ohio or Michigan but can locate anywhere. 
Address Box C-585. care of Harpware Aceg, 239 
W. 39th St., N. Y. City. 
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Hardware Personnel 


Our files centain applications of several hundred ex- 
perienced and well trained employees in the hard 
ware industries. 
NO CHARGE TO EMPLOYERS FOR THIS 
SERVICE 


If we can be of any help to you, just phone 
ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street New York City 
WIS. 7-1802, 1803 











SUCCESSFUL, HARDWARE MAN WITH 
UNUSUAL experience.open for situation. Per- 
sonally acquainted with hardware jobbers, mill 
supply and mail order houses from coast to coast, 
having acted as salesman and manager for past 
25 years for reputable manufacturers, will con- 
sider volume lines on commission basis. Address 
Box C-573, care of Harpware AcE, 239 W. 39th 
Se.. N. Y. City. 


A PROFIT BUILDING STORE MANAGER, 
now employed, desires similar position, but with 
firm willing to pay for actual results. Intimate 
knowledge of entire line. Thoroughly familiar 
with modern merchandising methods. Really ex- 
perienced, with fine record of achievement. Will 
go anywhere desired opportunity exists. Finest 
business and character references. Address Box 
C-553, care of Harpware AGE, 239 W. 39th St., 
N. Y. City. 


SALESMAN, PRODUCER AND AGGRES.- 
SIVE, MARRIED, thirty-three years of age, 
now employed as sales manager for Western 
jobbing concern, desires connection with large 
manufacturer as direct representative. College 
graduate. Ten years’ experience in merchandis- 
ing housewares and hardware. Excellent refer- 
ences as to ability, trustworthiness and person- 
ality. Location of territory optional. Address 
Box C-571, care of Harpware Aceg, 239 W. 39th 
St., N. Y. City. 











EXPERIENCED HARDWARE EXECUTIVE, 
MARRIED, 34 years old, desires position with 
responsible hardware firm in Pacific Northwest. 
Has had experience as bookkeeper, price clerk, 
buyer, advertising. manager, and assistant sales 
manager. At present employed in Washington. 
Can give references. Address Box C-591, care of 
HarpwarE AcE, 239 W. 39th St., N. Y. City. 





HARDWARE MAN THOROUGHLY EX- 
PERIENCED IN retail and wholesale hardware, 
paints, sporting goods and kindred lines desires 
a position with responsible retail firm. Refer- 
ences. Capable of buying, bookkeeping and store 
management. In late forties and good heatth. 
Free to go anywhere. Middle West or South pre- 
ferred. Salary secondary. Address Box C-428, 
— of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 





EXPERIENCED RETAIL MAN, WITH 
TWELVE years’ retail experience, seven years as 
manager, desires position as manager in small 
retail stores, in either Connecticut, Pennsylvania, 
Maryland, Delaware, Virginia, New York State 
or New York City or New Jersey. Willing to 
work for straight salary and commission. Em- 
ployed at present, but desires an opportunity to 
make good with a business as I would my own. 
Address Box C-590, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 





BUILDERS’ HARDWARE MAN SPECIAL- 
IZING IN detail work in connection with contract 
jobs. Twelve years’ experience in same capacity 
with a leading manufacturer. Thorough knowl- 
edge of plan reading, take-offs, preparaing sched- 
ules, master key and template work. Finest of 
credentials. Seeks an opportunity with a manu- 
facturer or large wholesaler. Salary secondary 
to opportunity. Single and can locate anywhere. 
Now in East. Know all lines although Russwin 
is preferred. Address Box C-596, care of Harp- 
warE AGE, 239 W. 39th St., N. Y. City. 





YOUNG MAN, 29, WITH TEN YEARS’ ex- 
perience in retail and wholesale hardware and 
paint line, desires position with wholesale or 
retail hardware and paint firm where future is 
definite opportunity. Four years college educa- 
tion. Best of references. Single; can locate 
anywhere. Address Box C-589, care of Harp- 
WARE AGE, 239 W. 39th St., N. Y. City. 


SALESMAN, 39, CHRISTIAN, MARRIED, 
15 years’ experience enameled steel kitchen and 
hospital utensils to wholesalers and large depart- 
ment stores. Past 5 years city salesman, office 
manager with New York City porcelain steel 
specialty distributor to wholesale plumbing and 
store fixture contracting trade. Address E.M.F., 
Room 614, 200 Fifth Avenue, N. Y. City. 


CAPABLE YOUNG MAN, 23, WITH. 8 
YEARS’ experience in retail hardware, paint, 
electrical, plumbing supplies, desires position with 








retail or wholesale firm. Locksmith, expert 
chauffeur. Willing to travel with salesman, or 
executive. Excellent references. Salary second- 
ary to advancement. Interviews invited. Ad- 
dress—Mr. George Dicker, 324 Throop Avenue, 
Brooklyn, N. Y. 





METROPOLITAN AREA, NEW YORK 
CITY has been the scene of my selling experi- 
ences for more than twenty-five years with one 
well-known manufacturer whose products are 
favorably known throughout the hardware, mill 
supply and related trades and industries in this 
territory. For fifteen years of this time I have 
been New York manager for this company with 
whom I am still connected and with whom I 
may continue indefinitely. But to continue means 
continuous wide-spread traveling. I prefer to do 
a concentrated sales job in this area and believe 
my greatest usefulness, among my largest fol- 
lowing in these trades, is here. Have successful 
record and invite closest scrutiny among ac- 
ceptable references. Address Box C-587, care of 
Harpware AcE, 239 W. 39th St., N. Y. City. 








BUSINESS OPPORTUNITIES 


WANTED 


SALES ACCOUNTS 


POSITIONS WANTED 


HELP WANTED 





SALES REPRESENTATIVES WANTED 


Hardware Age. 








JUNE 17, 1937 


Which Classification 


Are You Interested In: 


Whether you want to buy or sell a paying hardware 
business—or seek dependable sales representatives—or 
contact some desirable sales accounts—or secure a good 
position in the hardware trade—or need help for your 
expanding business—or wish to market a worthy prod- 
uct — use the Classified Opportunities Section of 


Your advertisement in this section will put you in touch 
with the particular “CLASS” you want to reach. Year 
after year Hardware Age has led its field in both the 
volume and results of its classified advertising. It enjoys 
the confidence and following of the hardware trade. 


HARDWARE AGE 


A Chilton Publication 
Classified Opportunities Department 
239 West 39th Street, 


A.B.C.—Charter Member—A.B.P. Inc. 


? 


New York, N. Y. 
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STRIKE OUT 
FOR MORE BUSINESS 


N OW! 


USE- 


Lists That Bring Maximum 
Success To Your Direct Mail 
Sales Promotion Advertising 
And To The Personal Sales 
Contacts of Your Salesmen 


We can supply you with 
the following lists:— 


1369 Outstanding Major Hardware Retailers 
whose sales exceed $50,000.00 Annually. 
For $15.00 


10962 Major Hardware Retailers whose sales 
exceed $30,000.00 Annually. 
For $7.00 per M. 


6363 Hardware Retailers whose sales are 
$20,000.00 to $30,000.00 Annually. 
For $7.00 per M. 


16177 Hardware Retailers whose sales are less 
than $20,000.00 Annually. 
For $7.00 per M. 


33502 Hardware Retailers (Complete List). 
For $5.50 per M. 


1001 Department Stores handling Hardware 
and Housefurnishings. For $7.00 per M. 


ALL LISTS ARE COMPILED IN LOOSE LEAF 
LIST FORM. WHEN DESIRED ON 3’x5” 
CARDS THERE IS AN EXTRA CHARGE OF 
60c PER M. FOR THE CARDS. 


WE ALSO DO ADDRESSING AND MAILING 
OF CIRCULAR MATTER AT REASONABLE 
RATES. 


Ask for Details 


HARDWARE AGE 
Direct Mail Addressing Dept. 


239 West 39th Street, New York, N.Y. 
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Country 
Folks 
Like to 

Bathe too 


A Roper Water 
System is the 
No. 1 Comfort 
for any rural 
home. 








And Roper is the No. 1 water system in sales and in 
consumer satisfaction. Quick to appeal and quick to 
sell because its clean-cut modern style . . . its smooth, 
quiet performance . . . its outstanding value and modest 
cost make the strongest selling combination ever built 
into a water system. Ropers are going great guns the 
country over ... the easiest of all systems to sell. 


Illustrated above is the Roper double-act- 
ing, single cylinder, piston system with di- 
rect-drive, sani-tank of porcelain enamel, 
uni-valve plate, built-in motor and pressure 
switch. [Illustration at left is the Roper 
Deep Well System. 


Write for catalog of Roper Shallow and 
Deep Well Systems. 


WATER SYSTEMS 


GEO. D. ROPER CORP., ROCKFORD, ILL. 
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Most imitated nozzle on 
the market —that’s the 
Boston Nozzle. Never 
| equalled in quality. 
Simple. Substantial. 
Fastest seller anywhere. 
m™| Each Nozzle packed in 
| separate carton. 12 car- 


bh BOSTO 
NOZZLE 


_ tons in full color 
yaa \ithographed dis- 
play packages. 

THE 


BOSTON 











Wherever there are pictures 
to hang .. . you'll 
find a buyer for... 





B 


MOORE Pushless Hangers 


Each home, office, store and factory in your town can 
use a dozen or more MOORE Pushless ers and an 
equal number of MOORE Push-Pins .. . a need that 
national advertising is increasing daily. Just a reminder 
is all that is required to bring this need to cus- 
tomers’ minds. Nothing so effectively does this as 

the attractive cabinet shown here. Your jobber 

will send you one free with an assortment ot 

72 packets. Order today. 


MOORE PUSH-PIN CO. 
Manufacturers of MOORE Push-Pins 
MOORE Pushless Hangers 


and 
113-125 Berkley St., Phila. Pa. 
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NOZZLE 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 















































fr 
OIL 
RANGES HEATERS BURNERS 
am STOVE CO. 
KANKAKEE, ILL. 
NEW YORK, CHICAGO, BOSTON, ATLANTA, DALLAS AND SAN FRANCISCO 


Genuin° NOQMES 2X SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 
40c SET -10c SET - 10c SET SAVE FURNITURE 

3 \f" & FLOORS-CREATE QUIET 


Name ‘Domes of Silence"’ 
on each genuine Glide. 














Domes of Silence 
Rubber Cushion Glides 
For Tile, Marble, Cement and Bathroom Floors. 
Noiseless. Sizes for metal beds, wood beds, large 
chairs and all furniture. 








Ask your Jobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St. N.Y. C. 
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The items below are 

all big sellers: 

SLIDING DOOR HANGERS 
SLIDING DOOR RAIL 
GARAGE HARDWARE 


 F pntin all the specifications of 
exacting builders. Acomplete 
line; modern in design and built of 
the finest materials. 


A catalog presenting the facts 
awaits your request. 


SCREEN HARDWARE 
STRAP AND TEE HINGES 
HALF SURFACE BUTTS 
MORTISE BUTTS 
ORNAMENTAL HINGES 
CUPBOARD TURNS 
SASH LOCKS 
SASH LIFTS 











National Manufacturing Co. 
STERLING *: ILLINOIS 














EAST JAFFREY, N.H. 


WALL ROPE 


106 YEARS OF 


Quality and Service 





WALL ROPE WORKS, Inc. 
48 SOUTH STREET, NEW YORK, N.Y. 


NEW ORLEANS ¢ CHICAGO 
SAN FRANCISCO BALTIMORE , 


BOSTON NORFOLK 
PHILADELPHIA 
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THE SCHWINN FORE-WHEEL BRAKE 
Has gone over with aj 


Again Schwinn leads with the most sensational big le sales maker 


— they introduced/the balloon tire y 


y Dealers who follow 


}, é / Schwinn leadership 
Wi fy, increase their sales 
™ Sood 


Vr . A 
L iy7 
i 


and profits 


eature 
PR. a 
ee: winn dealers 
« sone > - is 


stim i ee 


Se ee ee 
envan - Schwinn-Built 
Mycfésfrom your jobber 
WA Odes WRITE FOR CATALOG 
|. » ‘icans, “for Americans 
\\ *, \ 
Engineered, tested and built by 


ARNOLD, SCHWINN & COMPANY . . . CHICAGO, ILLINOIS 
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1843-Suppieichs MWETY-FOUR YEARS OF HONORABLE SERVICE~1957 








OUR STOCK apie SA od i wan 

) en) Beene i) tO NMID savesman 
TOOLS UNE = Deak \q TO SHOW 
com: —t—~S” oo: | prune LINE 


For Over 73 Years 
DIAMOND FoGE TOOLS 
Have Stood for Quality. 

This Trade Mark Appears Only 

on Merchandise that is - - 
to the Best of Our Knowledge- - 
the Very Best that can be Produced. 
DIAMOND EoGeE TOOLS are Made 
| in ALL STANDARD SIZES 
AND PATTERNS 

with Many Improvements 








and New Ideas 
“ORIGINATED By Us” 




















-- FOR THE HOME -- 


“QuaLity COUNTS”? MASK THE USER -TRY 4 SAMPLE 











“DIAMOND EDGE IS_A QUALITY PLEDGE™ 


Shapleigh National Series No. 1825 HARDWARE AGE 


Se i ler tte, rn ylllaaisianat tigate ci matte eae ee OO AO AL ALCOA. srr atin mm 








